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Rough Proofs 


Gene McCaig says she sees L. 
Roy Curley has joined the Haire 
Publications, and she has reason to 
pelieve the connection may be 
permanent. 

, =. 

The AFA has called off its June 
convention in Chicago because of 
transportation difficulties. It’s nice 
to know that some conventioneers 
take ODT warnings seriously. 
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“Vitamin Sales in Past Year 
Soar to $173,000,000.” 

Looks as if the salesmen must be 
using their own stuff. 


i. ae, 


The Philadelphia Bulletin ad- 
vises you to “go right on planning 
that new home on a rise of ground 
or by a talkative brook.” 

But don’t make the mistake of 
getting alongside a_ talkative 
pigeon. 

=-o 9 


Sewell Avery was able to report 
without exaggeration to the an- 
nual stockholders’ meeting of 
Montgomery Ward & Co. that the 
United States government has 
taken him for a ride. 
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“Balfe Predicts Early Resump- 
tion of Liquor Making,” says an 
ADVERTISING AGE headline. 

If the distillers don’t, the boot- 
leggers will. 

_ a eo. 


Dr. Samuel N. Stevens says that 
in the postwar era sales manage- 
ment should see to it that men 
are selected for selling who have 
the ability to do it. 

You mean they should know 
more than how to make out an ex- 
pense account? 


Wrigley Reserves 


for Men Overseas 


Entire Gum Output 


'P.K.' Tells Retailers 
of Step; Other Makers 
‘to Supply Market 


Chicago, April 26.—Demonstrat- 
ing that he is still at the helm of 
the world’s biggest gum manufac- 
turer, Philip K. Wrigley—ex-pres- 
ident of the William Wrigley Jr. 
Company—this week dramatically 
announced that after May 1 its en- 
tire output will go to the armed 
forces overseas. 

In a lengthy letter signed by Mr. 
Wrigley himself, the company ex- 
plained to more than 900,000 re- 
tailers and distributors that it can 
no longer serve both the home and 
fighting fronts, and that the Army 
and Navy come first. 

Revealing further that he still 
is setting policies for the company, 
Mr. Wrigley said that complete 
stoppage of Wrigley gum distribu- 
tion in this country will not halt 
its extensive promotion and adver- 
tising, now backing the war effort. 
On the contrary, he told ADVERTIs- 
ING AGE, Wrigley will expand its 
advertising since it now has some- 
thing to tell the public. 

Before it took the unprec- 
edented step, Mr. Wrigley said, 
“we couldn’t create consumer de- 
mand for something we couldn’t 
supply.” 

Clark Hits Move 


Although most of the major gum 
makers refused comment on the 
Wrigley move, Alan F. Clark, pres- 
ident of Clark Brothers Chewing 
Gum Company, Pittsburgh, was 


AIR TRANSPORTATION 
New Hope 


of 
FREE ENTERPRISE 
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CHICAGO and SOUTHERN AIR LINES 
Wervame Mule Ameras 


C&S STAND—The case against any 

combiné or cartel in air transport is 

presented in this full-page ad signed 

by Carleton Putnam, president of Chi- 

cago and Southern Air Lines, appearing 

Sunday and today in Washington, D.C., 
and New York newspapers. 


CBS Would Scrap 
Prewar investment 
fo Aid Television 


New York, April 27.—Colum- 
bia Broadcasting System an- 
nounced at a press luncheon here 
today a policy of supporting war- 
time improvements in television, 
“at a cost of scrapping prewar in- 
vestment” in this medium. 

Acknowledging the problems 
which such a policy will create 
for the government, manufactur- 
ers, broadcasters and the public, 
Paul Kesten, executive vice-pres- 
ident of CBS, pointed out, how- 
ever, that “we see even more 


Trademark Owners 
Have No ‘Rights, 
Say Senators 


Stormy Debate Rages 
Over Expropriation 


of Red Cross Mark 


Washington, D. C., April 26.— 
The right of the government to in- 
fringe on the use of trademarks 
without payment of compensation 
featured two hours of stormy dis- 
cussion in the Senate today, pre- 
ceding the passage and forwarding 
to the House of a bill which would 
prohibit the use of the Red Cross 
insignia in trademarks and adver- 
tising after July 1950. 

Revealing a variety of legal 
opinions among the members, the 
discussion centered around an un- 
successful attempt of Senator Mil- 
lard Tydings of Maryland to push 
through an amendment which 
would enable the half dozen firms 
affected by the legislation to file 
suit for damages in the court of 
claims. 

While opponents of the amend- 
ment conceded that the way was 
open for the filing of such suits 
anyway, they insisted that it 
would be impossible to show dam- 
ages since the owner of the trade- 
mark has no vested interest in it. 


Confers No Rights 


Publishers Note Progress 
in Licking Paper Problem 


Pulpwood Mills Boost 
Output Rate; Waste 
Paper Drive Expands 


(Pictures on Page 2, 63) 


New York, April 27.— With 
pulpwood mills now operating .at 
85 to 90% of capacity, as com- 
pared with 45 to 75% six months 
ago, and both the pulpwood and 
waste paper drives moving into 
high gear, members of American 
Newspaper Publishers Associa- 
tion, in 44th annual convention 
here this week, were told that 
their efforts have been a major 
factor in solving the nation’s war- 
time paper and packaging prob- 
lems. 

In a report of the Newspaper 
Pulpwood Committee by its chair- 
man, Walter M. Dear of the Jersey 
Journal, Jersey City, members 
were told that the downward 
trend of pulpwood production in 
the first six months of 1943 was 
halted, and that the quota set by 
the War Production Board was far 
exceeded. 


Waste Collections Increasing 


Figures for monthly waste 
paper receipts, showing a steady 
increase in tonnage since the start 
of the newspaper drive in Decem- 
ber, were given in a report of the 
Committee on U. S. Victory Waste 
Campaign by Edwin S. Friendly 
of the New York Sun. Expected 
receipts for March are estimated 
at 590,000 tons, the highest mark 
since May 1942. 

“Despite the strides made by our 
newspaper campaign, however,” 
Mr. Friendly added, “we are still 


. v9 outspoken in his criticism of the|clearly the serious predicament} ‘Trademark | is merely pre R It L d 
ADVERTISING AGE refers editori- | SteP- which delay would create.” cedural law,” Senator Joseph C. ooseve 
ally to a late great figure in adver- “The Wrigley announcement The report was prepared “to|O’Mahoney, chairman of the ju- audas 


tising as having been “not merely 
a bystander, drifting with the 
tide.” 

Blueprints for drifting while 
standing were not supplied. 


voluntarily halting all retail dis- 
tribution is the greatest mistake in 
their entire history,” he said. 

“We are currently shipping 60% 
of our entire production to the 
armed forces and at the same time 


bring into the open, discussion 
which has largely gone on behind 
closed doors; to make clear to the 
layman what has hitherto been 


diciary committee, argued. “It is 
used to protect the business of one 
against unfair trade practices by 
another. It does not give any 


(Continued on Page 57) 


(Continued on Page 59) 


Advertising’s Role 


on the Home Front 


_ New York, April 28.—Advertis- 
ing has played an “exceptionally 


Sa taking care of our domestic trade forceful” role in the home front 

“ : j hedule. o : : : : 
He earns the wage, she admin-|@t just about the 1941 sc battle against inflation, President 
isters the wage,” philosophizes We do not contemplate any change Last Minute News Flashes Roosevelt declares in a letter to 
McCall’s. in present operations, and will con- be released Monday by the War 


And according to the great ma- 


tinue to take care of all service 


Costa Placed in Charge of Coca-Cola Advertising 


Advertising Council. 


requirements as well as the do- 
mestic trade.” 


Others to Continue 


Wrigley accounts for about half 
the world’s gum business, with 
Ameriean Chicle and Beech-Nut 
accounting for the lion’s share of 
the remainder. Officials of the lat- 
ter two companies made no com- 
ment on the Wrigley decision. 
Leading gum manufacturers in 
Philadelphia, including Frank H. 
Fleer Corporation, Gum, Inc., and 


(Continued on Page 61) 


jority, she administers a darn good 


In the fight against inflation it 
spanking, with gusto. 


is impossible for him to single out 
any one agency or group as de- 
serving of special credit, said Mr. 
Roosevelt; our success is due to 
the combined effort of all Ameri- 
cans. But the fight is not over, 
he warned, adding it will be nec- 
essary for us in the coming 
months to redouble our efforts to 
prevent the evils of inflation. 
The work which the War Ad- 
vertising Council has already done 
has demonstrated just how effec- 
tive such an advertising campaign 
can be, the President pointed out, 
and he expressed hope that the 
efforts of the council will not be 
relaxed in the future. 
The campaign referred to by 
the President is an educational 
program designed to acquaint 
Americans with what they can do 
as individuals to keep prices 
down, which is currently appear- 
ing in advertising space donated 


New York, April 28.—Felix M. Costa has been named vice-president 
in charge of advertising of the Coca-Cola Company, and will continue 
to make his headquarters in New York. Mr. Costa, formerly vice- 
president of D’Arcy Advertising Company, joined Coca-Cola in Sep- 
tember, 1942, as vice-president and regional manager of the fountain 
sales division. Hunter Bell continues as advertising manager. 


Bendix Aviation Appoints MacManus, John & Adams 


Detroit, April 28.—Bendix Aviation Corporation, manufacturer of 
aviation, automotive, marine and electronic equipment, today ap- 
pointed MacManus, John & Adams as its agency. The account will be 
supervised by Hovey Hagerman, vice-president of the agency. The 
company’s adventure strip in Sunday comic sections, “Capt. Ben Dix,” 
will continue to be handled by Lennen & Mitchell, New York. 


GMA Says Cooperative Program Now Assured 


New York, April 28.—The Grocery Manufacturers of America in- 
formed ADVERTISING AGE that, after a series of meetings in several 
cities, the budget for the first cooperative public relations program 
by this industry is assured. Size of the budget was not announced. 
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That touching tribute to the bar- 
man by Hornung beer reminds 
one reader of the colloquy between 
a suds dispenser and his boss: 

“Is McClosky good for a drink?” 

“Has he had it?” 

“He has.” 

“He is.” 


, FF 


Even if the new Wrigley gum 
offered the domestic trade does not 
have the worldwide distribution of 
the brands going overseas to the 
armed forces, it should swing in a 
fairly wide Orbit. 


"* VY ¥ 


WMC officials passing on the es- 
Sentiality of magazines don’t seem 
to have a very high opinion of fic- 
tion, but even a government offi- 


Testimonials... 


are in the limelight 
again. See ‘Editorials,’ 
Page 12. Other features: 


Adfolk in the Armed Forces......... 16 


poiet Kuppenheimer Appoints Weiss & Geller 
-libbing 
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about 75,000 tons short of our 
monthly goal.” 

Approximately 4,000 daily and 
weekly newspapers are now at 
work on the campaign and the 
WPB reports that organized sal- 
vage programs are in operation in 
17,000 communities. 


Urging Economic Rediscovery 


Frederick C. Crawford of 
Thompson Products, Inc., Cleve- 
land, chairman of the board of 
National Association of Manufac- 
turers, urged the publishers to de- 
vote greater efforts to “America’s 
greatest problem’’—postwar jobs. 

“Complete confusion exists in 
the public mind on matters of 
postwar economy,” he explained, 
“all through ignorance of the facts. 
. . . I propose that the editors of 
America call in their most skill- 
ful reporters and charge them 
with the duty of rediscovering the 
secret of the production of wealth 
... and of a better life ... and 
that each editor arrange a section 
of your newspaper called the Se- 
cret of Wealth Section.” 

With the help of characters 
called “planner,” “job hunter,” 
“bargain hunter” and others, Mr. 
Crawford then dramatized how 
this could be done. The conclu- 


sion was that “there are no classes 
in America,” and that “property 
rights and human rights are the 
same thing.” 


Advertising Government Mainstay 


“We ballyhoo the deeds of 
others freely, but pay little atten- 
tion to our own,” said Frank E. 
Tripp, Gannett Newspapers and 
chairman of the Bureau of Adver- 
tising, in his address before the 
advertising session. Mr. Tripp 
charged newspapers with short- 
sightedness in failing to give ade- 
quate news coverage to their own 
accomplishments and. called for 
greater showmanship on _ their 
part. 

Presenting the annual report of 
the bureau, William A. Thomson, 
director, said that “advertising 
has proved to be the mainstay of 
nearly every government war 
project that required public ac- 
tion,” and that newspapers have 
played a major part in this. 

Membership in the bureau is 
now 713 and in the ANPA 664, 
both all-time records. 

“We. now have on our basic list, 
for cultivation,’ the bureau’s an- 
nual report says, “381 national ad- 
vertisers that account for 75% of 
all national advertising expendi- 


tures by companies spending over 
$25,000 a year—and in addition, 
the leading advertising agencies 
with their branches. As some 
measure of activity, we have made 
about 2,000 major contacts in the 
past year.” 

A book entitled “Plant-City Ad- 
vertising . . . Why Industry Needs 
It... How You Can Use It,” now 
in preparation, it is expected to 
become a working manual for 
member newspapers in developing 
industrial advertising from plants 
located in their own territories. 

A compilation begun last Au- 
gust of advertising in the various 
media in support of the war effort, 
showed that up to and including 
January, 1944, a total of $34,486,- 
978 worth of newspaper advertis- 
ing supported 37 different govern- 
ment war themes, the report 
showed. 

William T. Cresmer, president, 
and Herbert W. Moloney, vice- 
president of the American Associ- 
ation of Newspaper Representa- 
tives, emphasized the progress the 
association’s new business commit- 
tee has made among national ad- 
vertisers with such presentations 
as: “Newspapers Get Immediate 
Action,” “Passport to 30 Million 


The 
Te Great Hoosier Daily, Alone, Does the Gob 


@ FIRST in daily cireulation .. . FIRST in advertising linage... 


DAM A CARROLL, 110 E 4206 St, Mew York (17) 


4. E. LUTZ, Tribese Tower, Chicage (11) 


Lieutenant General 


and to 
Airport. 


in News columns. 


the job. 


INDIANAPOLIS NEWS 


FIRST is the Hearts of Hoosierdom 


4. F. BREEZE, Advertising Director indianapolis (6) 


—and so the 


Indianapolis Municipal Air 
Port Was Renamed “WEIR COOK”! 


Yes—Hoosiers read, and pay attention to what 
they read, in The NEWS. 
single column, daily NEWS feature mention- 
ing a beloved Hoosier hero, in 24 hours swung 
the whole state into a movement which cul- 
minated in ceremonies attended by thousands. 


Just a few lines in a 


Joseph T. McNarney and 


other generals, colonels, majors—the Marines, 
the Navy—they were all there to pay tribute 
rename the 


Indianapolis Municipal 


Many a copy of The NEWS attends meetings of 
big business. News editorials, stories and adver- 
tising change policies, formulate new plans and 
guide family purchasing because Hoosiers do 
read—and have CONFIDENCE in what they 
read—in The NEWS. 


This confidence is extended to your advertising 


That is why, whether for 


present or postwar sales, The NEWS, alone, does 


CHATTING—Many new friendships, were made and old ones renewed at the 
meetings of various newspaper publishing groups in New York, as shown in 
this group: left to right, C. R. Conlee, Milwaukee Journal; Harold O. Riesz, 
Cincinnati Post; Walter Long, Herald-Dispatch, Huntington, W. Va.; Lawrence 
W. Merahn, New York Sun; and William J. Enright, New York Times. 


Pantries” and “The Greatest Show 
on Earth.” 

Mr. Moloney stated that when 
presentations are shown it must 
be stressed that “no matter how 
good a medium is, if it is not used 
adequately, it cannot produce the 
results of which it is capable. The 
part that newspapers adequately 
used can play in the accomplish- 
ment of industry’s vitally impor- 
tant postwar objectives, also 
should be driven home.” 


Urges Press to Fight 


“If the newspapers give the 
people the facts,” Eric A. Johnston, 
president of the Chamber of Com- 
merce of the United States, said 
at the annual dinner of the Bu- 
reau of Advertising, “big govern- 
ment will be shrunk to its proper 
proportions.” 

He described “our free press as 
at once the product and the su- 
preme symbol of our democratic 
society. If it is ever controlled 
and regimented from above, we 
shall know as a certainty that lib- 
erty is dead in the United States.” 
And he urged the press to fight 
forces which threaten the nation 
both from without and from 
within. 


Indianapolis and 
Muncie ‘Stars’ 
Bought by Pulliam 


Indianapolis, April 26.—Eugene 
C. Pulliam, president and majority 
stockholder of Central Newspa- 
pers, Inc., announced yesterday 
that the company has purchased 
all common stock of the Star 
Publishing Company, publisher of 
the Indianapolis Star and Muncie 
Star. 

With the transfer of stock effec- 
tive immediately, Mr. Pulliam 
said, the purchase was effected fol- 
lowing negotiations with trustees 
under the will of the late Judge 
Walter Brewer, publisher of the 
Indianapolis Star. Negotiations 
had been under way for several 
weeks, and Central Newspapers 
was high bidder when the trustees 
called for bids on the common 
stock. 

Besides its new interests in the 
Star Publishing Company, Cen- 
tral Newspapers owns Station 
WIRE, Indianapolis; the Hunting- 
ton Herald-Press; Vincennes Sun- 
Commercial and Station WAOV, 
Vincennes; and holds stock in 
WKBV, Richmond, Ind. and 
KPHO, Phoenix, Ariz. 

B. F. Lawrence, publisher and 
general manager of the Star for 
more than a quarter of a century, 
resigned that post despite assur- 
ance from Mr. Pulliam that the 
new owners wanted him to con- 
tinue. Mr. Pulliam, who accepted 
the resignation reluctantly, said 
there would be no other changes 
in the staff or personnel of either 
the Indianapolis Star or Muncie 
Star. 


Become ANPA Members 


New members of the Bureau of 
Advertising, American Newspa- 
pers Publishers Association, are: 
Journal-Gazette, Fort Wayne, Ind.; 
News, Philadelphia; Rocket & Sun- 
day Miner, Rock Springs, Wyo.; 
Capital Journal, Salem, Ore.; Cap- 
ital and State Journal, Topeka, 
Kan.; and Star and Citizen, Tucson, 
Ariz. This brings the membership 


to a total of 713. 
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Calls Petrillo 
on WJJD, KSTP 
Labor Disputes 


Washington, D. C., April 27— 
President James C. Petrillo of the 
American Federation of Musicians, 
which has waged war on the radio 
industry on and off for nearly two 
years, must appear before the War 
Labor Board Monday to show 
cause why penalties should not be 
inflicted for refusing to call off the 
strike of musicians at WJJD, Chi- 
cago, and KSTP, Minneapolis. 

The appearance will be nothing 
new for Mr. Petrillo, for he has 
been arguing another case involv- 
ing a contract with transcription 
manufacturers before the board, 
and a _ special WLB panel for 
nearly a year. 

While a decision in the trans- 
scription case is expected soon, the 
board has called Mr. Petrillo in on 
a charge of violating the “no 
strike” pledge in the WJJD and 
KSTP cases. William Green, AFL 
president, has publicly stated that 
Mr. Petrillo’s union is violating 
the pledge in its efforts to force 
employment of union musicians to 
take records off transcription 
tables at the two stations. 


AFA Admits 13 


The Advertising Federation of 
America has admitted the follow- 
ing new members: Little Crow 
Milling Company, Warsaw, Ind; 
Daily Pantagraph, Bloomington, 
Ill.; Stecher-Traung Lithograph 
Corporation, Rochester, N. Y.; 
Philadelphia Suburban Newspa- 
pers, Inc., Ardmore, Pa.; Tool & 
Die Journal and the E, W. Rose 
Company, Cleveland, O.; Nebraska 
Farmer, Lincoln, Neb.; National 
Association of Transportation Ad- 
vertising and Syndicate Store 
Merchandiser, New York; Conti- 
nental Oil Company, Ponca City, 
Okla.; Reo Motors, Inc., Lansing, 
Mich.; National Furniture Review 
and W. L. Stensgaard & Associates, 
Chicago. 


GREENWICH, CONN. 
IS NO 


BOOM TOWN 


None of this “here today, gone 
tomorrow” stuff about this town. 
Your market in Greenwich will 
always be a Gold Studded Mar- 


ket. 
You Can Build 
A 


Lifelong Market 
In 


Greenwich, Connecticut 
Population, 33,000 
The Home of 
GREENWICH TIME 


AN A. B. C. NEWSPAPER 
Often called “The Best Suburban 
Daily Newspaper in America.” 

Nationally Represented by 


SMALL, BREWER & KENT, 


Cc. 
New York, Boston, Chicago. 
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Here is what 51 ,000 readers @ 


ducts 
NEEDED TO MEET \MMEDI 


d at the 
shown j 
O. Rin, up Your Domestic Engineering Market report to 
ne. DOMESTIC ENGINEERING. They estimate they 
— can sell the following quantities of typical 
heating and plumbing products by November 
p | Products First: 4 
‘S @ 356,922 CAST IRON BOILERS 242,201 LIMIT CONTROLS %. 
ril 27 NOW In PRODUCTION vlad @ 189,267 CLASS “A” STOKERS = @ 119.535 DAMPER REGU : 
the “B” RS 
ated Here are the products which are be- @ 124,387 us oll ° 
the rade in anufactured now under B e 15) 385 BOILER WATER : 
arly twp gijocations of raw materials: (For REGULATORS ; 
the War 100,000 Bathtubs (production on & 191 446 BAROMETRIC A 
ll off the on WPB material allocations) Re wim MOTORIZED DRAFT e 855 584 RADIATOR TRAPS 
JD, Chi- 475,000 Ball Cocks (production in CONTROLS = 135812 DOME TOP waTeR 
ols. d quarter of 1944 based on HEATERS ; 
: as of copper " 
» involv. e@ 2% ROOM THERMO- 
scriptlan Unlimited Production of Extra 20 STATS 191 504 BLOWERS ; 
; ‘orm Heavy Cast Iron Soil Pipe 
“> Maximum Production of Heating T | 
e trans- Plant Controls for conservation HE foregoing tabulation summarizes the 
ic inal soon viewpoints of all branches and gales factors in 
the vn Government Stimulated Production the indu dig os 51,000 contractor-dealers. dis- 
> = <j Can eo tributors wholesalers. manufacturers’ agents 
en, AFL . . oO > P 
ted that Govrmieente timed manufacturers were surveyed. this, the third 
to fool Government Stimulated Production in a series of studies » on Loon moe 
icians to of Stokers to Replace Hand- Engineering Market. the facts and figures have 
scription Firing been obtained directly from the men whose daily 
Grease Interceptors (Quantity un- business activities bring them in close contact 
determined) with the public. These surveys comprise the big- 
ation of ing Pountenne (Quantity we gest fact-finding effort of its type ever undertaken 
follow- determined) in this industry They reveal current inventories. 
4 See vo (Quantity unde- arn for — products and sales poten- 
nington, ti in each tert ory: 
hograph 
h for furth . ; ' 
(ewspa- Watch eee Pew elcsiont As the above partial list of products indicates. it 
7. Rose represents @ tremendous backlog of demand 
shrach which the industry must meet as more and more 
National materials become available for such essential 
Se civilian needs 45 heating and plumbing- The 
wo *This survey is No 3 of a series be- estimates covering each product represent re- 
pee ing conducted by DOMESTIC ENGI- placement business only- To these should be 
Review ING. — ~ aon oahe added the gigantic potential involved in the new 
sociates, wholesalers crplete det ; pbuilding of a institutions. commercial 
industrial esta lishments. 
| acs Of first importance to manufacturers whose 
vN. or Sip, OY actual or contemplated products have an appli- 
cation to the Domestic Engineering field is the 
fact that here is a market which is being serv 
now even though the war is still being fought. 
Here are contractor-dealers who are actively in 
; con, business today! Here are sales outlets which are 
h will serving your potential market « - - and have been 
ace: serving your prospective customers all during the 
war! Here is a market which is & reality today! 
YOUR DOMESTIC ENGINEERING MARKET 
ISA REALITY TODAY! 
: _,.Itisan EXPANDING reality! 
icut 
10 
IME 
RK 
irban 
rica.”’ 
y 
“ya 
DOMESTIC ENGINEERING @ DOMESTIC ENG 
INEERI 
NG CATALOG DIRECTORY @ INSTITUTIONS MAGAZINE 


1900 PRAIRIE AVENUE 


ATE DEMANDS 


nd others making 


CHICAGO 16, ILLINOIS 


4 : ie Ho = ea : a i 
Bie 3 ey a d z em ae eee - ae ae oe : : 3 
TL IUER 7 FY TTTINEFRING: WORE AF UFL 
i be 
oe : 
- os = 
a : 
= 
sy a Meroe be Pi: Pee oo he ene ae at oe i ae ae a = oi / 
2 pte a BS Wee LP 5 ieee Ot e per a on ae Re ey ‘ 
3 ae ma is A ea oa Ps Mara eae ee ‘ geet a mee 
Fee ¥, i, on yaaa es i nh. RRS ees we Se Ses 4 ik ae ea aes | 
j ne ag ey og @ a ee io if fe y ‘| ae 
mae ee Pies argo i AP ee : Ke 5 7 a 
Be Biases. RC OPS sa i os ; eS oT a 
‘ ; : tes ee 4 eee 
ae. 
mS 
ee 
_ aa 
oscar 
- { 
aoe : 
‘ a 
ee 
—_ 2 
: 
oP. 
oon 
=“ Be. ve 
oo 
ogee 
i eas 
Se a 
apie 
ae 
rae a ae 
i 
i ~ 
ae 
i 4 
Se 
\ 
" % 
aon ee 
es 
ae 
= 
aie 
te 
- - : 
ae 
aes f i te j a ; ve 4 : ce ¥ J wie : 
| nak. £ i ‘ Me, fi a id re 4 a : ie - < 4 zi , ; 


‘Testimonialists 
Always Checked, 
Camel Maker Says 


Winston Salem, N. C., April 27. 
—In seeking testimonials for 
Camel cigarets, R. J. Reynolds 
Tobacco Company has followed a 
uniform policy of determining 
whether the “prospective testi- 
monialists” actually used the 
cigaret at the time, a company 
spokesman told ADVERTISING AGE 
today. 

In view of its editorial comment 
in this issue on the Federal Trade 
Commission’s charges that the 
Camel manufacturer used mislead- 
ing advertising for the cigaret, 
ADVERTISING AGE asked Reynolds 
for a statement regarding evidence 
presented recently before an FTC 
trial examiner in New York (AA, 
April 10) 

“In soliciting testimonials for 
our product,” the company de- 
clared, “it has been our uniform 


policy to investigate and deter- 
mine whether or not the prospec- 
tive testimonialists were in fact 
users of same at the time of such 
solicitation. 

“Such determination has been 
made not only through signed 
statements of the testimonialists 
themselves, but through collateral 
inquiry as well.” 

One witness summoned by Trial 
Examiner Webster Ballinger at the 
New York hearing testified that 
she smoked all standard brands of 
cigarets and preferred none. Pub- 
licity figured in the decision of an- 
other woman to accept $100 for a 
testimonial, and who admitted she 
smoked rarely. Walter L. (Red) 
Barber, Mutual sports broadcaster, 
told the examiner that he smoked 
Camels regularly when he signed 
an endorsement published with his 
picture in 1939, although he since 
has changed brands. 


Plan Iced Coffee Drive 

Pan American Coffee Bureau, 
with the National Coffee Associa- 
tion, will run a summer campaign 
for iced coffee through J. M. 
Mathes, Inc., New York, in 123 
newspapers, six magazines, and in 
trade publications. 


Philip Morris 


Combats FTC 
False Ad Charges 


New York, April 27.—Philip 
Morris Ltd. yesterday offered 
medical testimony to support its 
contention in company advertis- 
ing that Philip Morris cigarets are 
less irritating to the throat than 
other brands, in answer to a Fed- 
eral Trade Commission charge 
that such advertising is false and 


misleading. 
FTC issued a complaint in 
August, 1942, charging Philip 


Morris, along with Brown & Wil- 
liamson Tobacco Corporation and 
R. J. Reynolds Tobacco Company, 
with misrepresentation and false 
claims in advertising copy (AA 
Aug. 17, ’42). 

Testifying at a hearing in the 
Waldorf-Astoria, Dr. Mervin C. 
Myerson, a physician employed by 
the concern, declared that he had 
conducted experiments on the 
uvulas of persons who had smoked 
Philip Morris and found that their 
throats were less adversely affect- 
ed than were those of subjects 


smoking other leading brands. 
The company claims that diethyl- 
ine glycol, hydroscopic agent em- 
ployed in the production of its 
cigarets, is less harmful to the 
throat than glycerine, the material 
used by other manufacturers. 

Allen C. Phelps, attorney for the 
FTC, said no decision in the case, 
for which hearings have been held 
in various cities throughout the 
nation for the past two years, can 
be expected before the end of 
September. 


New Unguentine Copy 
for Summer Campaign 


Norwich Pharmacal Company, 
Norwich, N. Y., will have the flam- 
ing Unguentine girl wearing vic- 
tory garden togs instead of the 
traditional bathing suit in double 
column, full-color ads scheduled 
for June and July issues. of na- 
tional magazines this summer. 

Black and white copy in 31 
newspapers in 19 leading cities 
will also carry the drive, in addi- 
tion to 15 magazines, for 22 weeks, 
beginning May 8. Lawrence C. 
Gumbinner Advertising Agency, 
New York, handles the account. 


NIDAS SIEMPRE 


i 


ATIN AMERICA is building in a big way — roads, 


water works, public buildings, apartment houses, hos- 
pitals, factories, terminal facilities, etc. 


This trend, started well before the war, has been accelerated 
by the war, and will blossom into full operation when the 


war is over and equipment and material are fully available. 


INGENIERIA INTERNACIONAL CONSTRUCCION 
has served this field for 25 years, starting from small begin- 
nings and growing with the field. 


INGENIERIA INTERNACIONAL CONSTRUCCION 


— 


CONSTRUCTION 
IN LATIN 
AMERICA 


is the leader in this field, serving over 145 manufacturers, 
twice as many as all other export publications combined. 


INGENIERIA INTERNACIONAL CONSTRUCCION 
is the only publication in its field with its own offices in 
Latin America, and the only one whose circulation is paid. 


Consult its Trade Counsellor Staff to determine the poten- 
tialities of your product in Latin America. 


Send for a copy of the new 40 page market study, “Latin 
America’s Expanding Construction and Industrial Pro- 


grams.” 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
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TETRMACIONAL 
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CaNsTRUCCION 
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_— monthly in Span- _ monthly in Span- 

sh, circulates to the Latin 
American construction and 
engineering, 
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scriber readers. 


circulates to the Latin 
American industrial and en- 
ers. governmental and 
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pubtiched monthly in Eng- 
fish and circulating 
paid subscription basis to 
the automotive trade and 
transport field in Asia, 
Africa, Europe and Oceania. 
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paid 


America. 


we monthly in Span- 
fh and circulating on a 
subscription basis 
the automotive trade and 
transport field in Latin 


published monthly in Span- 
ish and circulating on a 
paid subscription basis to 
the drug trade and health 
field in Latin America. 
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Bond Clothiers 
Get Huge Store 


for Postwar Boop 


New York, April 27.—Ready, 
itself for an era of prosperity y 
paralleled in the clothing phy 
ness when demobilization tg, 
place, Bond Stores, Inc., has 
quired a store occupying 70,0) 
square feet in Herald Square, fi 
which it will pay more 
$5,000,000 rental over a 21-ye 
period. It is said to be the larg 
clothing store of its kind in ¢ 
United States. 

Acquisition of this new unit 
part of a master postwar p), 
upon which the company has » 
cently embarked. There are 
Bond stores throughout the coy 
try which are responsible for 
volume exceeding $46,000,000 a 
nually. A major advertiser 
newspaper media, the compay 
has also been using spot radio e 
tensively since 1939. 

Although Bond has been cate, 
ing chiefly to men, it has decide 
to enter the women’s clothing fie 
in a large way, establishing men’ 
and women’s shops throughout t 
nation. The new store will conta 
many innovations, One of whid 
will be the serving of tea 
women patrons. 

The company places its news 
paper advertising direct, whil 
Neff-Rogow handles its radio bre 
motion. 


‘Life’ Names Researche 


Lucien Warner, formerly witi 
the OWI and previously vice 
president of Opinion Research Cor 
poration, Princeton, N. J., has beey 
named associate director of re. 
search for Life, New York. Louis 
Payne McCarty, formerly in the 
radio division of the Westen 
Electric Company, has been named 
research project manager for the 
magazine. 
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Of All People..! 


= are the last people in the world you’d expect to un- 
bend. Even a little. . | 


A few years back, if you'd dared ruffle the dignity of an old-school 
general with, “I'll be seeing you in the funnies!”...well, folks 
would have said you belonged in that little house on the hill. 


But today that remark isn’t as silly as it might sound. Dignity- 
for-dignity’s-sake has given way to the true dignity of results... 
and startled but grateful generals are saluting the comics for truly 
remarkable results in the war effort. Comics have proven powerful 
morale builders. “Tillie the Toiler” alone has helped swell WAC 
enlistments. No less personage than “Donald Duck” has aided the 
august U.S. Treasury explain and collect taxes. 


Pause to consider this if you have ever been tempted to pass up 
Puck-The Comic Weekly as an advertising medium for your prod- 
uct, because of a fancied lack of “dignity.” In Puck-The Comic 
Weekly your advertisements associate with characters proven in 
achievement and popularity. . .““Tillie theToiler”’. . .“‘Donald Duck” 
... the lovable “Skippy”. . “Blondie and Dagwood”. . . and all the 
others who are America’s favorites ready to add a real punch to 
your advertising. 


Yes, Puck produces results. The Bendix Aviation Corporation had 
an educational advertising job to do—to tell millions of people 


about the forward strides in aviation made possible by their many 
instruments and other types of equipment for planes. During July, 
1943, they began advertising in Puck-The Comic Weekly, ex- 
plaining their precision products through a created character, 
Captain Ben Dix. 


Readership surveys, responses, commendations from high ranking 
military officers and letters from leaders of the aviation industry 
prove this advertising in Puck to be phenomenally successful. In 
helping the Army Air Forces to recruit youths 17 years of age for 
the Air Corps Enlisted Reserve, Captain Ben Dix advertisements 
in Puck included a brief explanation of the AAF’s program and a 
coupon through which complete information could be requested. 
Each Bendix advertisement brought in more than 1,000 requests 
from 17-year-old’s numbering about 1,250,000 in the entire United 
States. Today Captain Ben Dix advertisements continue to appear 
regularly in every other issue of Puck. 


Men and women, as well as youths, read the comics. Puck-The 
Comic Weekly reaches 20,000,000 people in over 6,000,000 homes . 
from coast to coast through 15 great Sunday newspapers. 


To learn more about the power of Puck, write or telephone to 
see and hear Puck’s sales analysis presentation, ‘‘Your Customers 
of Tomorrow”’: Puck-The Comic Weekly, 959 Eighth Avenue, New 
York, or Hearst Building, Chicago. 


TS | ee 
| Scie 
i 
i pes oe 
ees (es 
=e igus 
Pes ea 
| a 
Ba i il 
é ore ts ae ‘ : ani = 
* a : zs ra ye ye eo 
ae Sa ~ = FM ? 
, : , ee a « i * is 5 rr 
“4 ; eye a ie ma 
at oe 5 pees ae é a 
‘g y a Se tea ‘ ae 
‘4 > a ee ¥ ) 3 
Fd og ie ee: oe oe 
e y co ae oy | ' es ; ee 
,. Seen ; i e ane 
’ ; q id mi i >. ee Beg wr a: as 
| fa es ee eat oe Eee a e .s ‘i 
* e > ee Se es Te x 
4 , f ie a ee ceili oe ~ : pee Seta. a 2 : eee 
: ¥, er ’ p » es ; . Ea ky an ag ee 
ti ig = ae : 
oe , ; 3 " se 
ee ao” - # oy es ergs Ps oo area es 
ae OF % ¥ feed ee aS 
arta i . ae e Rees ip 7 hex 
/ at Jpg te % ; “a ° . bes 
F a. . ae ~¢ ay 
; a la © on 
| ~ . a 
% ~~ - wal 
4 a% ew 2 = la 
Whey» : ee: 
j b is , se ade 
: y te 2 (i 2 tis, a wn 
4 : th ES we ie 
j 4 mame” oa 
9 is , i Re Vien ea 8 mea (= hae 
i Thee ee 
» - « he 7 eee 
im m Ye, i, , 
52 so ” bs F 
| ie eee oe Oe 4  - » soit 
oe . os a ‘ seas 
; ; Wo} oh: a se2 at | ig @ : Bs “~ 7 ee. 
oo: SE ma : ae , a 3 me ee 
” 7 oo lC OCU a 
a ae oe 5.) ne + ee mrs ™" in 
F 4 5 ; eg es op SS eae 
4 . oF eee Pelietat 2 ha : . eV y P : -_ 
i a a -*, - ie Ae : vi ee 
at os ‘ ea ce i ey - i : Pee See 
Me. ees basa: Cm a oe 7a gales, <8 ¥, a ae 
wea ev foe” |, i ahs ies ie ae Ga ee . ie a 
423+ 5 Mes. yo ea . ae cea. : Poe. 
ed Fa q : a i Be . aa ae 3 i eg 
—EE ro ales fe wit ‘ ss ? ’ aie ei . : ; Sap 
. ° % me on 7 alii e oe jin is 
a a 7 a Bi "9 % c. . ee ~~ : 4) 
e . iy : Le 
Se \ ’ ; ? 4 
- om : a 
s ; Whe, a 
4 © sri 
| SCc0 pa 
| = re 
aC 
ar 
L 
aoe 
a hese ih 
4 ae ; 
ian 
— 
eee 
/ cae 
‘ Teer 
a” gt eae 
, ee i 
Ww oe ae 
ak 
d | siting 
s * 
ee e ; 
a fie a a... 
Re ee 
= a ee 
—  . chek 
4 . - 
= aie es a 
imei # 
na eee: 5 ae 
pre ee 
' : 
, t By , 
* a 
e 
7 . ! a ee oe wet, ss > , r : ae P ae . 3 : ‘ a . 4 : ; - 
; PES a ‘ ao 4 3 pt ; , : 
m ; . 2 im, % D q ; es GO ‘ \ a i ‘ : = b 
. ‘ * x he .. oe. a on) Se 2 = ‘ \ a My ~ Se ot arg ee 


~ "RRs 


a mal 


Data on Essential 
Need for Paper 
Sought by WPB 


Washington, D. C., April 27.— 
A new appeals form used by com- 
mercial printers in seeking addi- 
tional paper beyond their quotas 
as provided by Limitation Order 
L-241 will seek data on the es- 
sentiality of the type of printing 
involved, the War Production 
Board revealed today. 

While this information is in- 
tended solely for the information 
of the division, officials admit that 
their decisions in appeals cases 
may be influenced by the nature of 
the end product, as well as the 
hardships suffered by paper users 
under the order. 

In general, WPB’s paper limita- 
tion orders have avoided any dis- 
tinction among publishers on a 
basis of essentiality, but in mak- 
ing extra paper grants, officials are 


supposed to consider whether an 
undue hardship is suffered, or ac- 
tual necessity to the war effort 
shown. 

In announcing the new form 
for commercial printers, WPB said 
that action on appeals has fre- 
quently been delayed by a lack of 
information, and that some 50 ap- 
peals now pending have been held 
up by the need for additional ma- 
terial from the printer. So far 
this year, 17,000 tons of paper 
have been granted on appeal to 
585 printers, compared with 33,- 
690 tons last year. 


Delays Are Cited 


The new form, WPB 3605, is 
simple, and only one form is re- 
quired, but the printer must show 
his usage of paper during 1941, 
1942, 1943 for “functional print- 
ing” and “promotional items.’ 

Functional printing will cover 
such products as checks, station- 
ery, bills, labels, tickets and busi- 
ness forms, while promotional 
items includes calendars, albums, 
catalogs, house organs, maps, 
posters and display advertising. 

The printer must supply infor- 
mation as to the actual tonnage 


of paper needed, reasons therefore, 
and specific use. 

Original paper quotas are al- 
lotted to the nation’s 50,000 com- 
mercial printers on the basis of 
their 1941 usage. Under the cur- 
rent order, they are permitted to 
use 75% of 1941 output for any 
purpose they choose. Special end 
use limits are applied in the case 
of catalogs, shopping guides, want 
ad papers, free distribution news- 
papers and circulars, however, for 
no printer may supply the pub- 
lisher of any of those periodicals 
with more than 75% of the paper 
used by that periodical during the 
base year. 

Other end use regulations are 
the magazine orders, providing 
that magazine publishers shall be 
limited to approximately 75% of 
their paper consumed in 1942, the 
book limitation order, and the 
newsprint order, all of which as- 
sign . quotas directly to the pub- 
lisher. 

WPB’s administration of the 
magazine and newsprint limita- 
tion orders will come under the 
scrutiny of two Senate committees 
next month. (News of this de- 
velopment is reported on Page 
22.) 


WHAT’S YOUR 
“ATTENTION-GETTER” 


In printed advertisements the function of an illustration is to 


catch the reader’s eye. 
ment” 


In radio, the function of 
is to catch the listener’s ear. 


“entertain- 
But don’t forget that, 


regardless of how attractive the illustration or the program, 
the whole idea is frustrated unless the consumer gets the sales 


message. 


Sonovox does for the sales message what 
supposed to do for a program. 


“entertainment” is 
Sonovox puts interest-value, 


curiosity-appeal, interruptive-quality into the commercial it- 
self. And that’s why the sponsor-identification rating of pro- 
grams using Sonovox goes up quickly, and stays up, while 
most others rise slowly through the sheer weight of repetition. 


Sonovox is a new art—but not for art’s sake. 


Sonovox is 


offered as a means of increasing the effectiveness of radio 


commercials. 


Sonovox is sold essentially like talent. 


Under each 


license for specific use, a reasonable license fee is 


charged for Sonovox performing rights. 


The only 


additional cost to licensee is for a trained articulator 
made available by us in any broadcasting or record- 
ing studio in New York, Chicago, or Hollywood, at 
standard AFRA scale. 


WRIGHT-SONOVOX, INC. 


CHICAGO: 180 N. Michigan 
Franklin 6373 


NEW YORK: yyy Madson Ave. 
Plaza 5-4130 


“Talking and Singing Sound”’ 


FREE & PETERS, INC. 
Exclusive National Representatives 


SAN FRANCISCO: 111 Switer 
Sutter 44353 


HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg 
Hollywood 2151 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 
(Black Jack Gum) 
adger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Cones. Mepwoukee, St. Paul & 
Paci 
Roche, R iliams & 

” Cunnyngham, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 

Ward Wheelock Co.’ ‘and 
Wm, Esty & Co., Inc. 
Delaware, Lackawanna & Western 


Coa " 
Ruthrauff & Ryan, Inc. 
Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, Inc. 


—— velgoenpes Brewing 


Company igenspan and 
Gobir P. N Beers and Ales) 
E. T. Howard Co. 
Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 


Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould's Macaroni Products 
Campbell-Ewald Co., Inc 

Aatow » pesos Co. 

Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 
National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American ye Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 


Quaker Oats Company 
Ruthrauff & Ryan, Inc. 


Radio Corporation of America 
Ruthrauff & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


ae 4 Oil Company, Inc. 
. Walter hompson Co. 


Pi: Inc. (Mistol) 
McCann-Erickson, Inc. 


U. S. Treasury Dept. 
Universal Pictures Company, Inc. 
Warner Brothers Pictures, Inc. 


Willards Chocolate, Ltd. 


Cockfield, Brown & Co., Ltd. 


*Space no longer permits a com- 
plete list of Sorovox users. 


Main 5667 


Advertising Age, May 1, 


NEW GRANT PHASE—Vernon Grant, artist who created Aunt Rennie and 
her little gnome helpers for Chr. Hansen's Laboratories, has developed a ney 
technique for Theo. Hamm Brewing Co., St. Paul, for 24-sheet posters in: it; 
territory. The same illustration used here, without the bottle of beer, figures jn 
a Victory garden ad also being run by Hamm. The art department of Mitchell. 
Faust Advertising Co., Chicago, collaborated in creation of the poster series, 


Retail Stores Ask 
WPB Policy Ruling 


on Wrapping Paper 


Washington, D. C. April 27.— 
With the shortage of wrapping 
paper, boxes and bags already 
causing difficulties among custom- 
ers of retail businesses, the retail 
trade industry advisory committee 
today sought a declaration of pol- 
icy from WPB as a standard to 
assist dealers in adjusting them- 
selves to austerity standards in 
packaging. 

The declaration would be simi- 
lar in nature to the statements on 
the promotion of textiles and fur- 
niture. While not legally binding, 
it would provide a basis for co- 
operation among merchants in ap- 
plying conservation measures. 

It was pointed out that many 
stores are experiencing difficulties 
with customers who do not under- 
stand the paper shortage, and that 
it is almost impossible for stores 
to apply conservation measures 
unless there is a standard of some 
sort on which all can agree. 

Both WPB and retailer officials 
assert that the declarations on tex- 
tiles and furniture provided just 
such a standard, and enabled local 
merchants to curtail undesirable 
promotion of these articles, and 
to explain their action to their 
customers. 

Production of wrapping and bag 
papers for civilian use may fall 
to as little as a third of normal, 
WPB has warned, and a recent re- 
port showed that only about half 
the normal supply has been made 
available. to civilians during the 
second quarter of 1944. 

While substitute wrapping and 
bag paper made with a minimum 
of precious unbleached sulphite 
pulp may ease the situation some- 
what, these products will not ap- 
proach pre-war quality. The un- 
bleached sulphite pulp, mean- 
while, is going into container 
board, waterproof paper and mul- 
tiwall bags for military use. 


Tracy-Kent Expands 
Tracy, Kent & Co., with offices 
on the 32nd floor at 515 Madison 
Ave., New York, has taken addi- 
tional space on the 28th floor. 


Censored Article 
Forces Recall — 


of ‘AMA Journal’ 


Chicago, April 25.— The Wa 
Department last week ordered thy 
recall of the April 22 issue of th 
weekly Journal of the America 
Medical Association because of a 
article it contained on a new ip 
secticide that is subject to censor 
ship, after an unrevealed numbe 
of copies had been placed in th 
mail and delivered. The Jou 
has a circulation in excess of 107, 
000. 

Letters, signed by Dr. Olin Wes 
secretary and general manager of 
the AMA, were sent immediately 
to subscribers after receipt of thd 
War Department’s order, asking 
them to return their copies a 
once and promising that ‘‘a revised 
issue will be mailed immediately 
upon receipt of your copy.” 

Telegrams were dispatched t 
recipients of the association’ 
weekly clip sheet, “American Med- 
ical Association News,” advising 
them that the article “cannot be 
used under any circumstances,’ 
and requesting them to destroy the 
item. 


Motion Picture Shorts 
Used by I. J. Fox 


The first tailor-made motion 
picture campaign for a retail ad- 
vertiser in the United States has 
been launched by I. J. Fox to tell 
its fur storage story. One minute, 
90-foot films are being circulated 
among 165 theaters in metropoli- 
tan New York. 

Four films, two of them cartoons 
and two live action, reproducing 
the script of the firm’s radio spot 
commercial, have been prepared 
by the Motion Picture Advertising 
Service under the direction of Lew 
Cashuck, I. J. Fox advertising 
manager, and will run for four 
consecutive weeks. 


Johnson in New Post 


Frank Johnson, formerly of 
Ruthrauff & Ryan and the Lake 
Studio, has joined Robert & Reim- 
ers, Inc., New York, as art direc- 
tor and account executive. 


In fact, VERY SOON, we ex- 
pect to again be able to supply 
you with Swing-O-Ring bind- 
ers. For catalogs, stock books, 
manuals — in fact, wherever 
loose leaf and flat opening 
covers are indicated, Swing-O- 
Ring is your best bet. 


@ Multiple rings —(22 for 11” sheet) for 
far greater strength 

@ Holes are small —less likely to tear 

®@ Standardized Punching — punches are 
available in principal cities for punch- 
ing your sheets 


take so much longer. 


a err nt PRODUCTS, sai 


31 DE WITT STREET, BEAVER FALLS, NEW YORK 


Covers, Ring Binders, Proposal Covers for 
- @nd for Mechanical Binding | 


HERE'S WHAT SWING-O-RING OFFERS: 


If you possibly can, plan your future requirements now, and let us help you while 
there is still a respectable selection of good cover stocks —and because deliveries 


- 
oo 
-_ 
~~ 
iam | 
_.~ 
=), 
e 
—— in 


@ inexpensive — cost is comparable with 
first quality 3 ring binders 

@ Light in weight —not bulky 

@ Easy as pie to operate 

@ Range of capacities —from a few 
sheets to a full 4,” 
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THE BALD EAGLE is the official emblem of 


> motion 
retail ad- 
states ha 
ox to tell 
e minute, 
circulated 
netropoli- 


these United States. He figures as promi- 
nently in your profit picture as he does on 
our coinage, because he symbolizes the 


cartel aspirational American who has never been content to 


producing 
‘adio spot 
prepared 
ivertising 
yn of Lew 
ivertising 
for four 


“roost” on the lower limbs of our national economy. 


This aspirational American . .. multiplied by millions 
of ambitious men and women . .. constitutes your golden 


st mean, between the many who have too little and the 


nerly of 
the Lake 
& Reim- 
irt direc- 


few who have more than enough. 


These “people who give a damn” are now, as always, 
peop ~ 


your most permanent, productive market. 


If you, planning your post-war strategy, want a bigger- 
than-average bite of this better-than-average market, 


consider this: 


THE AMERICAN MAGAZINE is the meat-and-potatoes * 
— publication of these middle millions . . . the inspiration ba 
for their aspirations . . . the blueprint of their design 
aa for living . . . exerting a gravitational pull on their 
Aoeme: THE CROWELL-COLLIER PUBLISHING COMPANY, interests that no other magazine can match. 


250 PARK AVENUE, NEW YORK 17, N. Y. 
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Chapelle Research Opens 
New York Office 


C. C. Chapelle Company, market 
research organization with head- 
quarters in Chicago, has opened a 
New York office at 11 W. 42nd St. 
to service eastern clients. George 
Fisk is in charge. 

The company now has a field 
staff capable of market research 
investigations in about 400 cities. 


Increases Wine Ad Fund 


The North Carolina Association 
for Wine Control has voted to in- 
crease its annual appropriation 
substantially for newspaper dis- 
play advertising to urge temperate 
use of wines and promote their 
desirability as a mealtime bever- 
age. 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc 


431 8. Dearborn St., Chicago Wab. 8655 


Candy Industry 
Starts $1,000,000 
Two-Year Campaign 


Chicago, April 27.—Trade pub- 
lication copy addressed to candy 
makers, suppliers, brokers, job- 
bers, retailers and salesmen sought 
industry-wide support this week 
for the confectioners’ new $1,000,- 
000 two-year campaign for the 
advancement of candy as a food. 

In both April and May issues 
of publications serving the various 
fields, the National Confectioners’ 
Association, through its Council 
on Candy, is warning that the 
postwar years may bring surplus 
production of candy, narrowing 
markets and the return of destruc- 
tive competition unless something 
is done now. 

“Candy has not kept pace with 
other food products in developing 
normal markets,” the council says, 
adding that “the total of advertis- 
ing efforts to promote candy has 


fallen far behind those of other 
products fighting for a place in 
the American stomach.” 


Survey Shows Dangers 


A survey conducted by the 
council’s agency, Leo Burnett 
Company, has. revealed that 
widely-held beliefs among both 
consumers and professional groups 
constitute a serious threat to the 
$500,000,000 industry. Although 
millions enjoy candy, the council 
report continues, “the evidence 
indicates that we are facing trends 
which could undermine the future 
of our business—a business essen- 
tially related to the prosperity of 
American farmers, the employ- 
ment of American labor, the func- 
tioning of American food distri- 
bution.” 

A proposed magazine series, de- 
signed to correct misrepresenta- 
tions and tell the public the truth 
about candy, is already in produc- 
tion and may break in June is- 
sues, Richard Heath, executive 
vice-president of the Burnett 
agency, recently told a meeting of 
midwestern candy manufacturers. 
The consumer campaign, he said, 
will be augmented by special ap- 


peals to professional groups, teach- 
ers and the trade itself. 

Similar meetings have been held 
in Boston, New York and Phila- 
delphia and are scheduled for 
other major cities from coast to 
coast in the effort to enlist indus- 
try-wide support of the two-year 
advertising and educational pro- 
gram. Findings of the Burnett 
survey are being described at each 
meeting. 

‘Washington Reports on Ration- 
ing,” the council’s radio program, 
is credited ‘with dispelling the be- 
lief of some authorities that candy 
is a luxury and belongs near the 
bottom of the list of essential 
products. The industry has oper- 
ated fairly satisfactorily for the 
past two years, thanks partially 
to war work, according to Theo- 
dore Stempfel of the E. J. Brach 
Candy Company and head of the 
council’s steering committee. He 
said a total of 22 regional cam- 
paign managers will direct the 
campaign throughout the United 
States. 

Chicago manufacturers were 
warned by Mr. Heath that, al- 
though candy has wide distribu- 
tion and enjoys great popularity, 
the industry faces these postwar 


WAR DRUMS 


Atlantic Refining 


Sixty-five per cent of the total 
tonnage of overseas shipping for 
war consists of petroleum products. 


The American petroleum industry 
is supplying every theater of battle 
with a volume and quality of “black 
gold” and its derivatives unequaled 
by any enemy nation. 


A leader in this industry is The 


Company, our 


client for more than 29 years. 


N. W. AYER & SON, INc. 


Philadelphia «+ 
San Francisco * 


New York * 
Boston * 


Detroit 
London 


Chicago °* 
Honolulu «+ 
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/ SISTLADS COLLLOL 


WINS CONTEST—Grand prize in the 
10th annual Cleveland students’ poster 
art contest went to this entry by Sister 
M. Loretta of Sisters College, ad- 
judged the best among 1,003 entries 
submitted. All prizes, in war bonds 
and stamps, were contributed by J. A. 
Zimmer, president, Central Outdoor 
Advertising Co. 


problems: (1) terrific competition 
from all foods; (2) a disturbed and 
doubtful public mind, with a large 
proportion of consumers thinking 
of candy as “something people-eai 
more of than is good for their 
health,” “a food they would be 
willing to give up,” “a fattening 
food,” and a food “bad for chil- 
dren’s teeth”; (3) and a negative 
attitude among many professional 
people. 

“That’s the handwriting on the 


wall unless we do something about : 


it now,” he said. 


Coolidge Agency Name 
Changed to Blakemore 


Directors of the Coolidge Adver- 
tising Company, Des Moines, Ia, 
have voted to change the company 
name to the Blakemore Company, 
effective May 1, the 22nd anniver- 
sary of the date on which Paul 
Blakemore, head of the organiza- 
tion, became a member of its copy 
staff. 

The company was founded inf 


1914 by Ivan D. Coolidge, whom 


died in 1928. Since that time Mr 
Blakemore has actively directed 
; — of the agency as presi- 
ent. 


. 


.) s ’ 
Flying’ Names Walker 
Franklin D. Walker, formerly 
with the Post-Standard, Syracuse 
N. Y., and the public relations 
staff of Curtiss-Wright Corpora- 
tion, Buffalo, N. Y., has joined the 
editorial staff of Flying, with 
headquarters in New York. 


SELLING NEW HAVEN'S: 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers . 
100,000 readers daily! 


4 *% THE * x 


JOURNAL-COURIER 
NEW HAVEN, CONN. 
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Advertising Age: Please enter my 


9, io subscription for one year and send me a bill for $2.00. 
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- Find the U.S.News instruc-— 
ive, helpful to my thinking and 
Urrently abreast of events with 
nteresting comments." 


- T. Murphy, Vice President 
ARRIER CORPORATION 


———— 


for reliable information about trends in 
price control, man-power, wages & hours, 
labor relations, collective bargaining, etc., 
etc., etc., etc. becomes increasingly urgent 
as our economy becomes increasingly 
complex... The United States News 
is the only weekly news magazine de- 
voted 100% to filling this need and keep- 
ing the Management executive quickly 


and accurately informed .......... 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Daniel W. Ashley 
Vice President in charge of Advertising 


EWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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Mutual March Billings 
Increase 91.9°, 


Mutual gross billings for the 
month of March reached the all- 
time high figure of $1,807,031, an 
increase of 91.9% over the figure 
reached in March, 1943, when the 
billings totaled $941,533. 

Cumulative gross billings for 
the first three months this year to- 
taled $5,173,169, an increase of 
87.4% over the comparabbhe 
months last year, when the total 
was $2,759,722. 


‘‘No Burton Browne 
client has a com- 
petitor with better 


advertising ’’ 


BURTON 
BROWNE 


CHICAGO «+ DEL. 3800 


Newspaper Nets 
Urged by Cowles af 
Promotion Meeting 


New York, April 26.—‘“We must 
create newspaper networks and 
sell national advertising as a unit 
in specific groups of publications, 
in one large package having mil- 
lions of circulation,” said John 
Cowles, president of the Minne- 
apolis Star Journal and Tribune, 
in the keynote address before the 
15th annual convention of the 
National Newspaper Promotion 
Association, here this week. 

“Top national advertisers and 
agency men are not much inter- 
ested in abstract discussions of the 
relative worth of newspapers ver- 
sus magazines and radio,” added 
Mr. Cowles, whose interests em- 
brace all three media. “They are 
accustomed to dealing with large 
figures, with nationwide sales and 
advertising plans... 

“Newspaper networks should be 


set up with 20 or 40 or 60 papers 
on a ‘must’ basis, just as the radio 
chains operate. They must have 
sufficient circulation so that if an 
advertiser uses them he will make 
a real dent on the national con- 
sciousness. The success Of This 
Week Magazine, of The American 


Weekly and the Metropolitan 
Group are evidence supporting my 
thesis, but they have only 


scratched the surface.” 
Simmons Named President 


Russell L. Simmons of _ the 
Cleveland Press was elected presi- 
dent of the NNPA, to succeed 
Ramon S. Cram, Columbus Dis- 
patch. Other new officers are John 
Marston, Des Moines Register and 
Tribune, vice-president; Frank 
Knight, Charleston Gazette, secre- 
tary and Pierre Martineau, Mem- 
phis Commercial Appeal, treas- 
urer. 

Two public relations specialists, 
Carl Byoir and Edward L. Ber- 
nays, urged newspapers to adopt 
better public relations methods. 

“What newspaper’ promotion 
needs first of all is better news- 
paper publishers,” Mr. Byoir de- 
clared. “Newspapers must broaden 


their base and become more edu- 


+ 


.THIS IS TOLEDO 


... and this is the 


TOLEDO BLADE 


“One of America’s great newspapers.” 


Yes...and the gauge is the long-time in- 
terest and belief in the Blade on the part of the home-town folks and 
of Toledo’s good neighbors who live in the surrounding territory. 
The Blade is very proud of its city coverage . . . a Blade for every 
home. But it is equally proud of its coverage of cities, towns 
and rural districts of the entire trading area which it 
serves to a degree which is unusual, if not 


unique, among metropolitan 
newspapers. 


And this is Madison Avenue, the 
focus of Toledo’s business and 
commercial activity, the finan- 
cial clearing-house for the city’s 
industrial and commercial life. 


Toledo’s volume of trade is stim- 
ulated not only by important 
industrial production but also by 
the fact that this is the center of 
a trading area which comprises 
one of the nation’s richest agri- 
cultural districts. 


It is natural to think of Toledo 
as an industrial city. But the 
agricultural production of this 
whole region contributes in no 
small measure to the sustained 
activity and stability of the To- 
ledo market, which has been 
called, in fact, the ‘Double- 
Value” market on account of the 
balance maintained between in- 
dustry and agriculture. 


Toledo benefits, too, from its 
commerce with the exception- 
ally large number of substantial 
neighboring cities and towns 
with which it has natural and 
long established trade relations. 


TOLEDO BLADE 


_ One of America’s Great Newspapers — 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES Hs 


* 
= 
* 
* 
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cational if they want to hold their 
readers.” He asked newspapers to 
fight more vigorously for democ- 
racy and free enterprise. 

In a survey to determine the 
policies of 169 United States daily 
newspapers, Mr. Bernays said his 
organization found that 18% of 
these newspapers state their plat- 
forms on their mastheads, 17% in 
other parts of the paper and “63% 
outlined them to me in letters. In 
only four cases, was the platform 
not stated.” 

Of the 169 papers, “68% do not 
mention their political party at all, 
and 18% state that they are com- 
pletely independent.” Most of 
them base their platforms on local 
service, and “the platforms of 73% 
show no _ interest in national 
affairs.” 

“Greater emphasis should be 
placed on national and interna- 
tional social goals,” Mr. Bernays 
emphasized, and “platforms must 
be continually ‘sold’ to the public 
in every possible way. The press 
must consciously make the public 
recognize its values in both the 
field of social leadership and news 
purveying. ... It must stress its 
independence from domination by 
newspaper owners, politicians, cap- 
italists, government or advertis- 
ers.” 


Describes NAEA Work 


C. E. Phillips, advertising direc- 
tor of the Morning Star and Regis- 
ter-Republic, Rockford, IIl., told of 
the joint educational work of the 
Newspaper Advertising Executives 
Association in developing a series 
of dealer education cards. Small 
neighborhood stores, he explained, 
“are out of the general path of 
newspaper salesmen. We don’t 
call on them regularly.” The cards 
were created to fill this gap. 
Currently, he said, 112 newspa- 
pers are using this feature, “‘send- 
ing out once a month postcards 
that carry the newspaper selling 
thought. In Rockford, we mail out 
400 monthly, to every neighbor- 
hood druggist and grocer. . . In 
cities where there is competition, 
the newspapers divide up the mail- 
ing list.” About 130 members of 
the NAEA are now showing ad- 
vertisers an easel presentation 
called “The Greatest Show on 
Earth,” under a committee headed 
by Mr. Phillips. More than 1,600 
assigned calls have been made in 
this program. 

C. E. Hooper of C. E. Hooper, 
Inc., told the promotion managers 
that “radio is indebted to publish- 
ers not for the fact that its audi- 
ences are measured but for the 
manner in which the audience 
measurements are taken. In the 
fall of 1934, four publishers (of 
magazines, not newspapers) ap- 
proached our firm with a request 
that we produce radio audience 
ratings for them.” 

The Washington Post and Los 
Angeles Times showed promotion 
films. 


Hathen in New Studio 


Hathen Productions has moved 
into its new studio at 264 S. Van 
Pelt St., Philadelphia 3. 
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is needed for the 
WAR EFFORT 


‘This is = frank statement to those farmers who have « surplus of 
corn: Because there is very little corn at elevator points, three large 
corn processing plants at Kansas City, Mo, Clinton, lowa, and 
Keokuk, lowa, have had to shut down Others will follow. 

In fact, the manufacture of industnal starches, syrups and adhe. 
tives, a large part of which goes into the nation’s war effort, will stop 
within a short tume unless the corn-owning farmers in this and neigh- 
boring counties come to the rescue. 

That, in a few #ords, is the situation. 

Here are a few examples to illustrate what is meant by the state- 
‘ment that the products of the corn refining industry enter into the 
nation’s war effort: 

Thet make th genie 
castings of all sizes, which are « basic part of most war 
‘weapons, use large quantities of corn starch as “core” 
binders There 1s no substitute for corn starch in this essen- 
tual operation 

The cotton shirtings, derums and other textiles used in 
soldiers’ clothing and for hundreds of other things needed 
by the armed services cannot be woven on a modern loom 
unless the threads have been covered with @ very thin 
coating of starch in solution. 

Paper and cardboard in which war supplies of all kinds 
are pecked require corn starch in their manufacture. 

Vast quantities of syrup and sugars made from corn 
‘enter into the production of scores of essential food items 
which help to feed our soldiers, sailors and marines. 

Penicillin, the remarkable new drug, which is saving 
thousands of precious human lives on the war front, and 
whach is destined to save many, many more, is made from 
® mold that is produced best when fed on corn “steep 
water”, a by-product of the processing of corn. 


‘These are some of the contributions made by corn to the nation's 
war effort. There are many more ~too many to list in this short 
advertisement. 


Farmers, we say to you in all sincerity that the corn you now own, 
Grown, perhaps, in some instances by your sons who are now in the 
services, is desperately needed to clothe them. feed them, arm them, 
and, in greve extremity, to save thei lives. 

‘This is an earnest plea made by the group of companies who oper- 
ate the eleven plants which constitute the corn processing industry. 
It carries the approval of the United States Department of Agricul- 
ture. the War Food Administration and the War Production Board. 


Corn Industries Research Foundation 
NEW YORK WASHINGTON 


APPEAL TO FARMERS—The desperate 
need for farm-held corn is presented 
jointly by corn processing companies 
in this large-space newspaper appeal. 


Goodrich Advances 


Two; Staacke Returns 


John D. Beebe, in various sales 
posts with the B. F. Goodrich 
Company, Akron, O., since 1923, 
has been named manager of its 
newly formed rubber suspension 
sales department. He will have 
charge of sales of Torsilastic rub- 
ber springs and Vibo-Insulators, 
made of rubber and metal pri- 
marily for the elimination of vi- 
bration, rubber parts for street 
cars and devices for sound damp- 
ening. 

W. W. Scull, formerly operations 
manager of the synthetic rubber 
plant operated by the company at 
Port Neches, Tex., for the govern- 
ment, has been named manager of 
the plant, succeeding W. J. Piggott, 
who has resigned to enter business 
for himself. George W. Staacke 
has resumed his duties as belting 
sales engineer for the company, 
after being on a war assignment 
as a civilian specialist on rubber 
problems. 


AGA to Meet May 8-9 


The Association of Gas Appli- 
ance and Equipment Manufactur- 
ers, New York, will elect officers 
and directors at its annual meeting 
May 8-9 at the Palmer House, Chi- 
cago. The AGA’s natural gas meet- 
ing will be held May 11-13 a 
French Lick Springs Hotel, French 
Lick, Ind. 
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THE MASTER-TEST OF TIME 


No mane-created institution survives and thrives that cannot 
withstand the test of time and the changes it brings to challenge 
the worth and usefulness of the institution’s service, The Chicago 


Daily News has met this test—and has been found not wantins. 


FOR 43 YEARS 


The Daily News has carried more Total Display advertising than 


any other Chicago newspaper, morning, evening or Sunday.* 
Whether in periods of depression or prosperity, advertisers have 


kept steadfast their conviction that The Daily News audience is 


Chicago's key audience and that The Daily News is Chicago's 


BASIC 
Advertising Medium 


*For fair comparison, liquor linage omitted since The Chicago Daily News does not accept advertising for alcoholic beverages 
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Advertising Testimonials Again 


During a period when advertis- 
ers, agencies and media are all 
working to marshal the facilities 
of the advertising field to help win 
the war, with the result that pub- 
lic appreciation of advertising is 
approaching an all-time high, it is 
discouraging to find advertising 
practices not in keeping with the 
best practices of the field being 
exposed to public view and con- 
demnation. 

The Camel cigaret case, now be- 
fore the Federal Trade Commis- 
sion, developed some testimony at 
a recent hearing which ought to 
make all advertising people blush. 
Well-known men and women tes- 
tified that they were paid for their 
testimonials for Camel, which is 
not necessarily bad, but that they 
had, in exchange for this compen- 
sation, signed testimonials which 


were at variance with their ex- 
perience and in some cases were 
completely untrue. 

Camel has not yet completed its 


defense, and we have no disposi- 
tion to prejudge the case or its 
outcome, but the fact that impor- 
tant people whose testimonials 
were used have already admitted 
under oath that they were essen- 
tially faked establishes a situation 
which in our opinion represents a 
grave disservice to all advertising 
and to the efforts which are being 
made to raise the standards of 
ethics and public service of the 
field as a whole. 

The testimonial is rightly re- 
garded as an effective advertising 
device. Thus there is no reason 
why honest testimonials should 
not be used, nor even why they 


should not be paid for, provided 
they state facts based on the ac- 
tual experience of the individual 
testifying to the desirable quali- 
ties of the advertised product. 
But to use testimonials which are 
not based on facts, merely for the 
purpose of getting a good name or 
an attractive figure into advertis- 
ing, is an indefensible abuse of 
advertising privilege. 

ADVERTISING AGE believes and 
has long contended that the ad- 
vertising field is capable of effec- 
tive self-regulation, and that those 
who provide and use its facilities 
have a sufficient sense of responsi- 
bility to be willing to cooperate in 
eliminating bad practices. Others 
in the field have disagreed with us, 
and have advocated such exten- 
sions of the authority of the FTC 
as culminated several years ago in 
the enactment of the Wheeler-Lea 
bill, vastly extending its powers 
to regulate advertising. 

Unless advertisers, agencies and 
media are willing to sacrifice some 
immediate advantage for the gen- 
eral good and to promote the pub- 
lic acceptance and believability of 
advertising, we shall run the grave 
risk of losing our greatest asset, 
and of justifying all of the argu- 
ments in favor of greater rather 
than less government interference 
with the normal functioning of the 
advertising process. 

We simply can’t afford to con- 
done practices which may in 
themselves be innocuous and 
harmless in their effects on the 
public, but which strike at the 
basic and essential values of ad- 
vertising. 


Management and Salesmen 


“Salesmen Warned of Threats 
to Free Enterprise,” was the head- 


ing which ran above a news story 
in the April 24 issue of ADVERTIS- 


ING AGE reporting the Pacific Coast 
Sales Executive Conference in Los 
Angeles. Many of the talks at 
this meeting, by leading business 
executives, were devoted to view- 
ing with alarm present and possi- 
ble government encroachments 
and restrictions which now and 
in the future may interfere with 
the successful functioning of the 


competitive system of enterprise. 
We are sympathetic with the 


point of view of these speakers, 
and we agree that every business 
man must excuse his preroga- 
tives as a citizen to bring about 
improvements in our governmen- 
tal policies which will aid business 
to do its job of providing the 


goods, services and employment 
necessary to the maintenance of 
maximum prosperity. But we 
wonder whether in a discussion of 
practical sales problems it is well 
to spend too much time discussing 
conditions over which executives, 
as individuals, have no control, 
and absorption in which may 
readily interfere with the develop- 
ment of the right attitude toward 
selling, advertising and other mar- 
keting operations. 


Regardless of what government 
does, business has its job to do, 
and will do it. Regardless of 
handicaps, business must adapt it- 
self to them and make the most of 
its opportunities. We need to get 
ready for whatever conditions may 
lie ahead. The greater the diffi- 
culties, the more preparation we 


shall require. 


—The Merck Review 
"| finally convinced the Sultan that he ought to do something about the 
threatened breakdown in the transportation system.” 


Fun in Books 


We don’t know what the book 
trade generally thinks of Simon & 
Schuster, although we suspect that 
many of the old-line publishers 
are inclined to hold their noses 
over the antics of this upstart firm. 
But all admen owe some sort of a 
debt of gratitude to S&S, for re- 
vitalizing the most conventional 
and least inspiring advertising of 
all—book advertising. S&S adver- 
tising, from the days of the “in- 
ner sanctum” columns on down, 
has been bright, pert and ingenu- 
ous, giving the reader the impres- 
sion that S&S were having some 
fun along with their headaches. 

All this is brought on by S&S’s 
ad in the current issue of Publish- 
ers’ Weekly, book trade organ, 
which is boldly headed, in that 
Cooper Black type which we 
thought had been permanently re- 
tired from circulation: “Warning 
to Booksellers.” It’s about a book, 
“I Never Left Home,” by that 
famous literary light, Bob Hope, 
and it will be published June 1, 
again utilizing the S&S technique 
of a $1 edition in paper and a $2 
edition in cloth. “By an unbeliev- 
able coincidence,” the copy recites, 
“this is a book about Bob Hope. 
It is a giant omelet consisting of 
all the eggs Hope laid from Lon- 
don to Bizerte and Sicily ... The 
book is printed clearly and well. 
The reason the type may look 
jiggly to you will be simply be- 
cause you are laughing so hard.” 


That Television Rub 


Most of us have been thinking 
that television will create entirely 
new problems and new techniques 
for broadcasting, changing the me- 
dium so radically that it will have 
no relation to broadcasting, and at 
the same time limiting it badly be- 
cause listening will cease to be a 
casual operation and will require 
the undivided attention of the list- 
ener, or viewer. 

But there are radio men who re- 
fuse to admit that television will 
make any radical change, from 
that standpoint, in listening habits. 
They insist that there will un- 
doubtedly continue to be a good 
deal of listening with little or no 
attention being given to the visual 


part, and that because a house- 
wife may be busy ironing Susie’s 
dress and therefore unable to con- 
centrate her attention on the tele- 
vision screen, is no reason why she 
won’t listen to the program, even 
though she may not see much of it. 

Whether this is true will depend 
in. great measure on the type of 
programming which is put into 
television. If program building 
continues to depend primarily on 
sound, rather than sight, for its 
effect, and if the sight is an 
“added starter” for the program 
content, rather than a substitute 
for sound, this prediction may well 
come true. 


Farmers Are Happy 


Your Ad-libber learns that farm- 
ers, and those serving them, are 
essentially happy, despite their 
discontent over this or that polit- 
ical or economic formula, and that 
the farm market is likely to be do- 
ing extraordinarily well, thank 
you, for four or five years after 
the war, at least. During this im- 
mediate postwar period most ob- 
servers of farm trends believe that 
farmers will be just about as busy 
as they are now, supplying current 
food needs for this country, and 
helping to restock and revitalize 
the agricultural system of the 
world. Beyond that period, they 
are likely to continue busily rais- 
ing food, but may turn an increas- 
ing portion of their efforts into 
producing materials for industry. 


Jottings 

The government, the War Ad- 
vertising Council, and everyone 
else you can think of are all shout- 
ing about brag advertising, espe- 
cially the kind that says “Zilch’s 
bolts will win the war.” So where 
does that leave the U. S. Employ- 
ment Service on Chicago’s Boul 
Mich, which currently sports a 
banner in its window, reading, 
“Radio and Radar Will Win the 
Welt’ ss 

Friends who are good at count- 
ing tell us there are actually only 
999 faces—all different—in that 
“Only 1 in 1,000 Would Know” ad 
of the electric light and power 
companies which has been running 
in national magazines... 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2325. 1944 Consumer Analysis 
of the Greater Milwaukee 
Market. 


This 102-page study compiled 
by the Milwaukee Journal is its 
second wartime edition and the 
21st comparative report, and in- 
cludes a wealth of material on 
wartime habits, buying prefer. 
ences, ownership and dealer dis- 
tribution. 


No. 2321. Trend Study. 


In this report of magazine read- 
ing habits of business executives, 
Business Week presents trends in 
readership vs. trends in circula- 
tion; readership trends on the basis 
of costs; trends in penetration by 
business functions, and other facts 
disclosed in a survey covering both 
1943 and ’42 readers. 

No. 2322. The Story of the Okla- 
homa City Depot of Air Serv- 
ice Command. 

This $35,000,000 wartime pro- 
ject, described in the February Air 
Transport, is retold in a new folder 
issued by the Daily Oklahoman 
and Oklahoma City Times. 


No. 2323. 
Target. 


Up-to-date facts on the Tri- 
Cities area of Rock Island, Moline 
and Davenport, are included in 
this new folder published by the 
Rock Island Argus and Moline Dis- 
patch, 


Get a Bead on This 


No. 2324. Let’s Talk About To- 
morrow. 

This 20-page analysis of Los 
Angeles’ postwar opportunities, 
published by the Los Angeles Ex- 
aminer, is a reprint of an address 
made originally by William Dover, 
its Business Research Division 
manager. 


No. 2316. War Broadcasting Ac- 
tivities—1943. 

KMBC, Kansas City, in this an- 
nual report details its manifold ac- 
tivities in radio’s second year of 
war, including support of all de- 
serving home front projects. 


No. 2317. Looking Ahead in Mer- 
chandising Electronics @ 
Radio. 


The whole range of radio prod- 
ucts is covered in this 24-page 
booklet issued by Radio - Craft, 
which gives an over-all picture of 
the status of production and the 
time lag required for the change- 
over to postwar civilian production 
and selling. 


No. 2318. Family Album. 
Introducing Stanley E. Hubbard, 
president and general manager of 
KSTP, this booklet lists a series of 
“firsts” claimed by the St. Paul 
station and illustrates the host of 


radio personalities it has de- 

veloped. 

No. 2277. St. Petersburg Market 
Data. 


The reasons why Tampa and St. 
Petersburg, Fla., should be consid- 
ered as one market, metropolitan 
in scope and in sales potentials, 
are pointed out in this new study, 
issued by Theis & Simpson, na- 
tional representative of the St. 
Petersburg Independent and Times. 
Effective buying income, sales, and 
other market data are reported, 
with information on newspaper 
coverage. 
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— ising Age, May 1, Ure 
Two-Point Formula 
for Postwar Era 
Urged by Bowles 


Chicago, April 26.—A two-point 
formula for postwar industry and 
government, guaranteeing full pro- 
duction and full employment, was 
recommended by OPA Adminis- 
trator Chester Bowles in an ad- 
dress here last night before the 
annual meeting of the Chicago 
Better Business Bureau. 

The formula, said Mr. Bowles, 
“jg reasonably simple and clear.” 
It embraces: “An _ enlightened 
government program of taxation, 
debt handling, credit control, and, 
where necessary, public works— 
in order to maintain high purchas- 
ing power. An enlightened indus- 
trial program of high wages, in- 
creased values to the consumer, 
full volume, lower distribution 
costs—all geared to take full ad- 
vantage of a mass market.” 

Business leaders must accept 

one basic policy if the free enter- 
prise system is to function as suc- 
cessfully as it must, the OPA chief 
and former agency executive de- 
clared, adding: “Business must do 
everything within its power to 
provide goods at the lowest possi- 
ble prices and the highest possible 
values. In other words, business, 
for its own profit and for the full- 
est development of our economy, 
must persist in a pricing policy 
which will produce the greatest 
possible volume of goods.” 


To Eliminate Controls 


As the war draws to a close, 
Mr. Bowles said, WPB will gladly 
relinquish its controls over raw 
materials and production and the 
OPA “with at least equal cheer- 
fulness, not to say relief,” will re- 
lax and then eliminate its controls 
over prices and rents and the dis- 
tribution of scarce commodities. 

Maintaining that the cost of liv- 


OMAHA+ 
333 COUNTIES © 


JOHN J.GILLIN, JR.. PRES. 


ing for the average citizen is still 
at the same level as last April, 
Mr. Bowles told the group that the 
OPA now has 5,329 volunteer price 
panels covering the country, with 
62,680 volunteer members and 3,- 
718 paid clerks checking stores 
and working with local merchants 
— keep prices where they should 
e.”” 

Getting low-price clothing into 
retail stores is currently the big- 
gest problem, the OPA administra- 
tor said, but no decision has been 
made to ration apparel. The 
agency is still a long way from a 


solution to the black market in 
gas, he said, “but is getting on top 
of it now.” 


Viehman to Ketchum 


William F. Viehman Jr., for- 
merly advertising manager of the 
F. J. Kress Box Company and 
Chandler-Boyd Company, Pitts- 
burgh, industrial distributors, has 
been named an account executive 
of Ketchum, MacLeod & Grove, 
Pittsburgh agency. He will handle 
many of the agency’s building 
trades accounts. 


To Guide Magazines 

Ray W. Martin, formerly asso- 
ciated with the Hays office and 
Hearst and Scripps-Howard news- 
papers, has joined the advertising 
sales staff of Guide Magazines, 
New York. 


Leon Agency Moves 

S. R. Leon Company, advertis- 
ing agency, has moved to 1 Madi- 
son Ave., New York. The new 
telephone number is MUrray Hill 
5-8019. 
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Dain Fuller Advanced 


Dain Fuller, in the sales depart- 
ment of the Pepsodent Company 
for the past six years, has been 
named assistant sales manager of 
its central division, with offices in 
the Board of Trade building, Chi- 
cago. 


Buys Out Field-Ernst 

The Carpenter Paper Company, 
Omaha, Neb., has purchased the 
Field-Ernst Envelope Company, 
San Francisco. 


One Business Week advertiser tells them that air can be 


mined for gases . . . another offers to match his synthetic res- 


ins to their new needs . . . another asks for unusual assign- 


ments for his electrical engineers . . . another, well — another 


and another (500 of them) get down to realistic cooperative 


work with these management-men—meeting executive prob- 


lems, in vigorous advertising pages in the midst of the week's 


live business news. You and they have many things to say: 


—™ Week is the one news magazine which is all business, its 


editors all business writers, its readers all business men. BW is sold 


only by subscription. And Trend Studies prove that per dollar you can 


reach more (and more) management-men throughout all business and 


industry in Business Week than in any other magazine. 
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OR advertising in all Chicago newspapers dur- 

ing the first three months of this year, depart- 
ment stores spent a total of $1,594,156. 

Of this total, they placed in the Tribune 
$824,424—or 51.7%. This was more than they 
placed in all other Chicago newspapers combined 
—and over 214 times as much as they placed in 
any other Chicago newspaper. 

The expenditures of the nine leading stores 
accounted for 98.9% of the total spent by all 
department stores for advertising in all Chicago 
newspapers during the period. 

All nine of these leading stores, regardless of the 
economic level to which they direct their major 
appeal, made the Tribune their number one medium. 

* * * * 

Such across-the-board agreement on media 

values underscores anew the size and scope of the 


reader following attracted every day of the week 
by the product delivered by the Chicago Tribune. 

With important new buying power to solicit in 
every neighborhood and suburb of Chicago, these 
stores testify unanimously that the Tribune is the 
Chicago newspaper bought, read and bought from 
in this market as is no other. 


| ij - 7 al | | 
Sells More to Wage Earners! 


Employers and em- 
| ployment agencies 
| during the first three 
| months of 1944 placed 
in the Tribune far more 
| offers of jobs than they 
| placed in all other 
| Chicago newspapers 

combined —and four 
| times as many as they 
| placed in any other 
Chicago newspaper. 
Here is a significant 
clue as to which Chi- 
cago newspaper is read 
by the largest market 
of wage earners here. 


& CHICAGO'S 9 LEADING — 
DEPARTMENT STORES 


or Best Returns put 
the Tribune at the 
lop of Thewr List !, 


On weekdays]during March, the Tribune de- 
livered from 440,000 to 620,000 more total daily 
circulation than other Chicago daily newspapers 
—and more than any two other Chicago daily 
newspapers combined. 

On Sundays, the Tribune delivered from 325,000 
to 955,000 more total circulation than other Chi- 
cago Sunday newspapers. 

No matter what you sell or to whom you sell, 
the facts prove that you use your Chicago promo- 
tion funds with maximum effectiveness and econ- 
omy when you build your advertising program 
around the Chicago newspaper more people read 
and want. 

To capitalize your opportunities here to best 
advantage, put the Tribune at the top of your list. 
Rates per 100,000 circulation are among Amer- 
ica’s lowest. 


IT 
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PERCENTAGE OF EXPENDITURES 
PLACED BY DEPARTMENT STORES 
IN EACH CHICAGO NEWSPAPER 


First 3 Months: 1944 
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March average net paid total circulation: Daily, Over 925,000—Sunday, Over 1,300,000 


IT PAYS TO ADVERTISE IN THE CHICAGO NEWSPAPER MORE PEOPLE READ AND WANT 
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Army, Navy Drop 


‘Disclaimer’ Rule 


Washington, D. C., April 25.— 
The Army and Navy have abol- 
ished as “no longer necessary” the 
use of “disclaimers” on commer- 
cial radio programs presenting 
members of the armed forces or 
commercial broadcasts emanating 
from camps, posts or stations. 

Heretofore, such programs were 
required to announce that the ap- 
pearance of Army or Navy person- 
nel on the program did not con- 
stitute an endorsement of the 
product since the Army or the 


Navy does not endorse any 
product. 

In a letter to the National As- 
sociation of Broadcasters, the 


Navy declared that now “A musi- 
cal curtain, bridge or any other 
form of definite break will be ade- 
quate separation between Naval 
personnel and commercial an- 
nouncements,” and warned against 
use of any announcement imply- 
ing Navy endorsement of any 
product. 


Royal Crown Offers 
‘Teen-Age Club Plan 


Coinciding with the growing 
movement to provide wholesome 
recreation places for the nation’s 
youth, the Nehi Corporation and 
Royal Crown Cola bottlers are 
offering through national maga- 
zines and youth publications as 
well as by spot announcements 
over more than 300 radio stations 
a book on “How to Organize a 
’Teen-Age Night Club.” In addi- 
tion, Royal Crown Cola bottlers 
will be supplied with mats to tie 
in with the offer in local news- 
papers. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Pixleys Buy WCOL 

Lloyd A. Pixley, general man- 
ager of the Fort Industry Com- 
pany, which operates radio sta- 
tions in Ohio, West Virginia and 
Georgia; his wife, and his parents, 
Mr. and Mrs. Milton A. Pixley, 
have purchased Station WCOL, 
Columbus, O., for $250,000, subject 
to FCC approval, from Kenneth B. 
Johnston, attorney and_ general 
manager of the station. Lloyd 
Pixley has informed the FCC he 
will sever his connection with the 
Fort Industry upon the return of 
officials of that organization who 
now are in the armed forces or in 
federal service. 


Pegler Joins Biow 

Jack A. Pegler, who resigned as 
a vice-president of Foote, Cone & 
Belding, New York, the first of 
this year, has joined the Biow 
Company, New York, as an account 
executive. During his 16 years 
with Lord & Thomas and its suc- 
cessor, FC&B, Mr. Pegler handled 
such accounts as RKO Pictures, 
Walt Disney Productions and other 
major film companies and theatri- 
cal organizations. 


Scott Faron, publicity manager 
of The Saturday Evening Post, has 
been commissioned a_ lieutenant 
(jg) in the naval reserve and has 
been ordered to active duty in 
Washington, D. C. 

Mr. Faron has been affiliated 
with the “Four Freedoms” war 
bond show, a _ promotion built 
around the Norman Rockwell 
paintings and sponsored by the 
Treasury Department and the Post, 
and “Tribute to the Unconquer- 
ables,” a promotion recently spon- 
sored by 280 department stores in 
honor of the 10 occupied nations 
of Europe. 

Barbara Brown, with the copy 
staff of Goldman & Gross, Chicago 
agency, has taken a leave of ab- 
sence to join the Wac. Miss 
Brown, formerly a_ copywriter 
with BBDO in New York, will be 
with the air transport command. 

Lt. Col. Carlton G. Ketchum, of 
Ketchum, MacLeod & Grove, 
Pittsburgh agency, now attached 
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SERVICE PAGES 


AMONG THE 
METROPOLITAN | 


: \ BIG PLAY 


on the home front! 


NEWSPAPERS | 


AP ...UP... wiring it in from all over 
the world . . . State Bureau and Washington Bureau full tilt. . . 


a metropolitan newspaper at six-edition speed . . . but that's only PART of 


the Newark Evening News .. . from all over, too... through thousands 


of reader homes... flow stories of “our kids at war"... to the state 


and city desks of New Jersey's great home newspaper. . . . 


Another reason why 


the Newark Evening News, 


with the 


LOCAL as well as the metropolitan slant, is the leading six-day advertising 


medium in the U. 


 § A. 


NEWARK EVENING NEWS 


Newark, New Jersey 


Advertising Age, May 1, 194% 


ACE ADMAN—Lt. Richard Hurd, on 
leave from Anderson, Davis & Platte, 
New York, where he was assistant art 
director, recently became an ace by 
bagging two Messerschmidts in action 


near Cassino. He was previously cred- 

ited with four victories. He is stand. 

ing beside his ship when he was a 
member of Squadron A. 


to the headquarters of the Allied 
expeditionary forces in England, 
has been promoted to the rank of 
colonel. Col. Ketchum went to 
Washington, D. C., shortly after § 
the attack on Pearl Harbor to 
serve in a civilian capacity with 
the Army air forces. He was com- 
missioned a lieutenant colonel in 
February, 1942. 


Hendy Names Johnson 


Wallace Johnson, formerly as- 
sistant general manager of the 
Pomona Pump Division of the 
Joshua Hendy Iron Works, Sunny- 
vale, Cal., has been named general 
sales manager. 


. 


"HOOPER SAYS: 


In Tulsa, KVOO 


has an over-all 


day and night 
average of 
54.07% of the 
audience. Stations 
"B" and "'C" have 
an over-all aver- 
age of 22.6 and 


22.2 respectively. a 
a) 

* February-March for 
Hooper Station 5 rid 
Listening Index of 


EDWARD PETRY G 
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Had a picture of Mrs. Billie Belle (above left) been timed to appear 
@ month earlier or a month later in True Detective, the attorney 
for Mrs. Nelle Harvey (above right) might never have solved the 
riddle and the Harvey forgery trials would have joined the limbo 
of lost causes. The two women are shown with Sheriff Pat Allen. 


And so back to your office from a routine meeting 
outside and on your desk a note from the switch- 
board: ‘While you were out, your wife called. She’s 
in jail—on charges of forgery?’ 


You blink. You even chuckle. It’s a huge joke. 
Then, you get mad. Your wife is a fine decent person. 
Well, you’ll soon fix all that. 


Or will you? 


That’s just what E. C. Harvey, Texas oil man, 
thought—only to see the fantastic, unbelievable 
évidence against his wife mount chillingly —not on 
one bogus check—but five; not at one trial but 
three—with witnesses and victims deadlier than 
unassailable alibis. 

And so, nine tragic years of prison lay ahead for 
gently reared Mrs. Nelle Harvey. 


Then, one rainy night, a ’phone call came to 
E. C. Harvey ...his wife’s attorney in a voice 
trembling with excitement: “‘Go out at once and 


buy a copy of the current issue of True Detective... 
page 22:’ Harvey sees a story about a woman-forger 
now in jail. Great guns, it’s Mrs. Harvey! No... 
no—it isn’t. But it’s her twin to life! 

In a matter of hours, sheriffs, witnesses and the 
woman are all brought together. The woman— 
confronted—confessed. Mrs. Nelle Harvey is vin- 
dicated, is free. 


* + + + 

What strange uncanny timing led the editors of 
True Detective to release the forger-story when 
they did, what blind finger of justice directed 
Mrs. Harvey’s attorney to just that copy of 
True Detective, we will never know. We do know 
that publications that steadfastly and tirelessly ful- 
fill a great social purpose, serve in this way not 
once but hundreds of times. We do know that 
True Detective and Master Detective have so served. 
We do know that, to the advertiser, these magazines 
in Macfadden Men’s Group offer a unique influ- 
ence on a large, extraordinarily responsive audience. 


MACFADDEN 
MIEN’s GROUP “Wietrene 


THE MEASURE OF A MAGAZINE’S WORTH IS ITS HOLD ON ITS READERS AND ITS VALUE TO SOCIETY 
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“Will the Republicans 
Re-elect F.D.R.7” “ 


Quoted and discussed 
coast-to-coast — Stanley 
High’s warning against 
Republican compla- 
cency — plus the Post’s 
editorial declaration of 
political viewpoint. 
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ment spending can lead us in John 
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Millions were given a pretty clear 
picture o 


H. Crider’s revealing article that 
set millions talking and thinking. 
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Vital to the welfare of every American 
and essential reading for millions is 
Henry F. Pringle’s word-picture of . 
Economic Stabilizer Fred M. Vinson, 
whose responsibility is to keep dowa 
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Representatives 


Cite Sales Gains 
at N. Y. Meeting 


New York, April 24.— Reports 
of sales progress among advertis- 
ers and agencies, based largely on 
research work and presentations, 
featured the first national meeting 
of American Association of News- 
paper Representatives here yester- 


day. 

in addition to the New York 
and Chicago groups, William T. 
Cresmer of Williams, Lawrence & 
Cresmer, Chicago, president of the 
association, pointed out that the 
newspaper representatives associa- 
tions of Detroit and San Francisco 
have joined the national associa- 
tion, which now has a member- 
ship of 94 offices in these four 
cities. 

The association, he said, really 
“represents all newspapers and 45 
million circulation.” Fifty - five 
members of 20 representative 
firms are holding presentations of 
“Newspapers Get Immediate Ac- 
tion” and “Passport to 30 Million 
Pantries” at the ANPA convention 


here. Mr. 
work of the association’s new 
business and advertiser and agency 
relations committees. 

Herbert W. Moloney of Paul 
Block & Associates, vice-president 
of the association, reported that 
the New York division had held 
a series of monthly luncheon meet- 
ings at which top executives in the 
food, soap and liquor industries 
were speakers. 

Don Scott, chairman of the Chi- 
cago new business committee, said 
that the work there had resulted 
in newspaper campaigns by Proc- 
ter & Gamble on Chipso; Swift & 
Co. on Jewel shortening; Inter- 
state Bakery on Butternut bread; 
Studebaker Corporation, Armour 
& Co., Frankfort Distilleries; Gen- 
eral Mills on Wheaties (AA, April 
17); and Brown & Williamson To- 
bacco Corporation. Currently, 
F. W. Fitch Company is consider- 
ing a newspaper campaign, and 
Wm. Wrigley Jr. Company has be- 
gun a newspaper test in Milwau- 
kee on a new product, Orbit gum 
(AA, April 24). Axton-Fisher To- 
bacco is planning to _ increase 
newspaper work, and National 
Cash Register in the last year has 
become active in this medium. 


Cresmer praised the | gg 


B. McDonald, Williams, Lawrence & Cresmer, secretary. 


AANR ADMINISTRATORS CONVENE IN NEW YORK—Officers of the American Association of Newspaper Representa. 
tives at its first national meeting are: Seated, left to right, Fred F. Parsons, Ward-Griffith, Inc., treasurer; Herbert W, 
Moloney, Paul Block & Associates, vice-president; William T. Cresmer, Williams, Lawrence & Cresmer, president; and Gerald 


The board of directors includes: Arba J. Irvin, seated at extreme 
right; standing from left to right: Joseph R. Scolaro, C. A. G. Kuipers, Leonard L. Marshall, Frank H. Meeker, A. G. Ruth. 
man, Monroe H. Long and J. H. Sawyer Jr. 
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Joseph R. Scolaro read the re- 
port of Clark H. Stevens, chair- 
man of the Detroit new business 


committee, describing the work of 
members in six major classifica- 
tions: automobiles and accessories, 


EXPLORATION FINDINGS 


Modern Plastics (April, 1944) explores 
the relationship between plastics manu- 
facturers and consumer markets. Gad- 
gets, pre-war, helped many manufacturers 
over seasonal drops, provided consumer 


No. 7 of the SEEDS series 


C0)... 


IN THE FIELDS 
OF PLASTICS 


AND THOSE FALLING UPON GOOD 


GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


PLASTICS EAR 


necessities, gave the advertising field ‘a 


host of inexpensive premiums. The sur- 
vey suggests that plastic molders and 
fabricators should go more and more 
into direct production-for-sale rather than 
depend on contract business to keep 
their plants moving. Big incentive, is the 
gap between molders’ selling prices and 
retail prices. Molders look longingly at 
this spread, plan to cut their own slices 


of the marketing pie. 


LIGHTING FIXTURES 


PLYWOOD TUBING 


material to many 


rosive) 


reactions. 


Morris Sanders, well known industrial 
designer, indicates in the April issue of 
Modern Plastics some of the possibilities 


of plastic materials to adapt fluorescent 


DR. BAEKELAND 


lighting to consumer uses. Warm, integ- 


rally colored plastic filters will help to 
overcome the chill consumers now have 
for the cold blues and greens of present 


fluorescent lighting. 


Essential to the production of both ear- 
phone and microphone units, plastic 
materials are the means to inexpensive, 
sturdy, lightweight hearing devices. Fin- 
ish is permanent and insulation integral. 


Developed for war, convolute-wound 
plywood tubing offers itself as a new 


possibilities include overhead irrigation 
systems (plywood, lightweight, non-cor- 
inter -communication 
natural gas conveyance, as pipelines in 
high mineral content or extremely acid 
soils to avoid electrolytic and chemical 


Recent death of Dr. Leo Hendrick Baeke- 
land, one of plastics most important per- 
sonalities, closes an important chapter 
in plastics history. 


invention of Bakelite, the first thermo- 
setting plastic, Dr. Baekeland is to be 


credited with many additional inven- 
tions in this and other industries. Baeke- 
land, who was in his 81st year, held the 
presidency of the Bakelite Corporation 
from 1910 to 1939. 


MORE MOLDERS, MORE FABRICATORS 


industries. Post-war 


systems, 


At the Pacific Coast meeting of the Soci- 
ety of the Plastics Industry, president 
George K. Scribner outlined some of the 
plastics post-war problems. It is preb- 
able, he said, that the number of molders 
and fabricators now engaged in plastic 
manufacturing will be doubled after the 
war. Coast meeting was exceedingly well 
attended, indicating growth of, impor- 


tance and interest in plastics throughout 


the West. 


PLASTICS SERVICE 


May we help you? The members of 


Best known for his your service. 


MAGAZINE 
‘TREET = 


Modern Plastics staff are very apt to 
know the answers to your plastics ques- 
tion. Our information facilities are at 


tires, electrical appliances, foods, 
alcoholic beverages, and miscel- 
laneous. In the last six months, 
this group has shown ‘‘Newspapers 
Get Immediate Action” before ad- 
vertising executive meetings in 
Detroit, Toledo, Cleveland and 
Akron. 

J. Rufus Doig of San Francisco, 
a new director of the AANR, re- 
ported on progress of work di- 
rected at special groups there, 
such as the wine, paint and beer 
industries. 

The representatives were urged 
by different speakers to increase 
their efforts not only against radio 
but against magazines, which, it 
was said, had an advertising gain 
of 40% in 1943, or about twice the 
increase of national linage in 
newspapers. 


Names Cairns Agency 


Yale Fabrics Corporation, New 
York, has namd John A. Cairns & 
Co., New York, to handle its ac- 
count. 


Keach i 


ACTIVE 
SALT LAKE 
MARKET 


JOHN BLAIR & CO. 
National Representative 
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TEN DAYS THAT TAUGHT 


——-_— 


sel TRAFFIC SAFETY—AND 
onths, 
yapers ‘ 
i SAVED TEN LIVES... 
and 
tre 
K di- 
there, 
— Pepesrrtan safety in Philadelphia traffic went jaywalking in 1943, 
urged j 
poh a with accidents running the lights to an all-time high of 173 dead and 3,161 
ch, it | of 
te the aT injured... Ignoring daily fatalities, near and total, plus loss of employment time, 


absorbed and busy Philadelphians continued to cross streets against signals, in the middle of the block, and just after getting 
off street cars and buses. Haste and apathy seemed set for another harvest of Philadelphia lives in 1944, unless something 


drastic was done to make people more safety conscious and cautious . .. Whereupon the Philadelphia Safety Council asked 


Yy 
New 
rns & 
ts ac- 
ao ean 


The Inquirer to lend a hand, jointly sponsored a Safety Contest to alert the public to traffic hazards, offered duplicate prizes 


for the best safety suggestions, and slogans... and dropped the death rate ten fatalities in one month. . . 


‘The contest ran ten days in March of this year, enlisted nearly 5,000 entries, awarded $100 War Bonds and engraved 


trophies to two winners, cut March fatalities of last year from 22 to 12 this year ...and brought The Inquirer the thanks of 


city officials, praise fvom police and fraternal organizations, kudos from insurance companies and 
chambers of commerce, gratitude of the National Safety Council. . . It’s more than a matter of record 
that The Inquirer gets the call when a civic project needs public support in Philadelphia . . . because 
The Inquirer has the support of the best part of the Philadelphia public—and always delivers! 
Philadelphia retailers discovered Inquirer influence and delivery seven years before the civic 


fathers ...as Media Records makes clear! 


The Philadelphia Mrquirer 


NATIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis + Keene Fitzpatrick, San Francisco 
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Two Senate Groups 
fo Study Grants 
of ex-Quota Paper 


Washington, D. C., April 27.— 
WPB administration of magazine 
and newsprint limitation orders, 
already combed through by the 
special House committee headed by 
Rep. Lyle Boren, will be studied 
by two Senate committees late in 
May, following receipt here of 
numerous complaints that the 
agency has failed to _ establish 
satisfactory rules to govern the 
grant of ex-quota paper. 

Beginning with hearings by the 
Senate small business committee 
May 15, and starting again before 
the Truman committee May 23, 
officials will be asked to explain 
the process by which several thou- 
sand tons of paper had been al- 
lotted to publishers, adjusting 
quotas established by the revised 
limitation orders issued last Jan- 
uary. 


Admit Inadequacy 


In‘ announcing its hearings, the 
Truman committee said that in 
August, 1943, witnesses from the 
WPB admitted at private hearings 
that the standards governing ap- 
peals were inadequate. 

They assured the Truman com- 
mittee that standards would be 
set up, and decisions publicized, 
and later, under prodding from 
the Boren committee, rewrote the 
entire series of limitation orders 
to adjust paper quotas so that the 
amount granted on appeal would 
be reduced. 

Conceding that some effort had 
been made to improve the situa- 
tion, the Truman commitee said 
that it is not satisfied that suf- 
ficient progress has been made. 
As a result, the committee said 
WPB had been given 30 days to 
produce “adequate standards” to 
govern the allocation of paper 


WAR CASUALS 


Many manufacturers, who 
were well known prior to 
World War |, became a War 
Casual after the war was 
over because they adopted 
a policy of "coasting on their 
reputation" for the duration. 


People, especially in non- 
metropolitan markets, must 
be frequently reminded dur- 
ing this war if you want their 
goodwill and trade when it is 
over. 


In 27 Indiana markets the 
most reasonable, effective 
way is through advertising in 


the newspaper members of 
the 


INDIANA LEAGUE 
OF 
HOME DAILIES 


A ten inch advertisement in 
every INDIANA LEAGUE 
paper once a week for a year 
costs only $6,661.20. 


National Advertising Representatives 


SCHEERER & CO. 


‘New York 17, 
. Lexington Ave. 


among book, magazine and news- 
paper publishers. 

The investigation of the small 
business committee, headed by 
Senator James E. Murray, was 
prompted by complaints from the 
Ziff - Davis Publishing Company 
which previously appeared before 
the Boren committee. 

A declaration of policy on ap- 
peals was added to the limitation 
orders last winter shortly after 
they were issued, but representa- 
tives of the Truman committee 
said these statements were inade- 
quate, and that they failed to show 


ahs, 


the considerations which governed 
the grant of paper on appeal. 


Pulp Supply Studied To insure production of V-boxes 
Meanwhile, WPB concentrated | ‘or military purposes, manufactur- 
its attention on methods of making rs: were forbidden to use equip- 
the short supply of wood pulp ment for solid fiber container pro- 
meet the demands for civilian and,duction to manufacture anything 
military containers and print) but V-boxes when they have un- 
paper. | filled V-box orders on hand, and 
A special technical staff was set|persons who require container 
up to study fiber shipping con-| board were prohibited from ac- 
tainers in an effort to save paper-|cepting it without WPS permission. 
board, and representatives of the The technical staff will make a 
boxboard, folding and set-up box| study of all types of fiber ship- 
industries endorsed total allocation| ping containers, folding cartons, 


of boxboard and priorities on car- 
tons in order to insure that critical 
orders would be filled. 
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set-up boxes and other paperboard 
products to see if they can be 
made of lighter weight board 
without endangering their value as 
merchandise containers. It is be- 
lieved that many packages, both 
civilian and military, are improp- 
erly designed, and require too 
much paperboard. 


Bag & Wrapping Supply Less 


WPB also announced that sup- 
plies of bag paper and wrapping 
paper, one of the most critica] 
items, will be about 11% less this 
quarter than the first quarter of 


O produce a sound and fluid plan—one 
Was provides for all the many factors 
which may influence the postwar sales picture 
—is not easy. It calls for thorough analyzing 
of market potentials, production facilities 
and distribution channels. Careful evaluation 
of new products, or new applications of old 


products is essential. 
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planning activities 


. 


Get this practical guide—based upon the thinking and 
experience of many manufacturers—to help you set 
up a program for new and greater postwar markets! 


To help YOU prepare as accurate a plan for 


your markets as possible, we have studied the 


of anumber of nationally- 


known concerns. Their methods of digging for 
facts, of preparing for quick reconversion of 
markets and aggressive merchandising of post- 
war products, of determining sales and distri- 


bution setups, form the basis of this free guide. 


Developed especially for « ADVERTISING MANAGERS 


* SALES MANAGERS 


OF vour OWN imdiviowAL “Postwar 
OGRAM” YOU WILL WANT TO. 


FIRST 


Your Prewor Customers 


Your Present Customers 


Yous Prospective Customers 
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Ravertising Age, May 1, 1944 


the year and 23% less than the 
same quarter of 1943. 

Officials reported some progress 
toward increasing the pulpwood 
supply. The War Manpower Com- 
mission got an indefinite extension 
on the permits of 3,500 Canadian 
workers employed in the woods in 
the northeastern region, and Har- 
old Boeschenstein, acting director 
of the forest products branch of 
WPB, said that more Douglas fir 
and more pulpwood will be im- 
ported from British Columbia than 
in 1943. 

While the amounts were small, 


he said, they would enable some 
mills to operate instead of shut- 
ting down. In addition, OPA, co- 
operating with the Canadian War 
Time Prices and Trades Board, put 
ceilings on pulpwood from Quebec, 
New Brunswick and Nova Scotia 
to assist Canadian efforts in in- 
creasing production. 


Names Weiss & Geller 


The Oxford Products Company, 
Cleveland, drug manufacturer, has 
named Weiss & Geller, Chicago, 
to handle its advertising. 


Brewers Launch Drive 


The Indiana Brewers Associa- 
tion has released a series of ad- 
vertisements to all daily and 
weekly newspapers in Indiana 
through Bozell & Jacobs, Indian- 
apolis, stressing beer as “a bever- 
age of moderation.” The ads do 
not attempt to sell beer but to in- 
sure the right to sell it under 
proper conditions. Most of the 
ads are six inches on two columns 
and 250. newspapers, representing 
88% of the total state circulation, 
have accepted the schedule. 


Brewster to Retire 


Prof. Arthur J. Brewster will re- 
tire Sept. 1 as head of the depart- 
ment of advertising in the college 
of business administration, Syra- 
cuse University, Syracuse, N. Y. 
Known to thousands of advertising 
men throughout the country, Prof. 
Brewster became advertising man- 
ager of L. C. Smith & Corona 
Typewriters, Inc., in 1912. In 1919 
he began part-time teaching at the 
university while continuing in ad- 
vertising. His volumes on adver- 
tising have been widely used. 


gi YOUR POSTWAR PLAN! 


Y! SEND TODAY! 


THIRTY-TWO PAGES 


of helpful information and 


tested suggestio 


Here are just a few of the important subjects 


covered by the guide: 


* estimating and charting new markets and 


potentials 


%* securing customer and prospect cooperation 
* outlining a sales and advertising program 


* presenting the plan to associates, salesmen, 


distributors 


* putting the plan into action 


* COMPANY EXECUTIVES 


* AGENCY EXECU 


TIVES 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


This free booklet is yours 
the asking, to help you so 
your postwar problems. 


~~ 


. 2 


for .- 


Ive 
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ADDRESS.. 


Promotion Dept., McGraw-Hill Publishing Company, Inc. 
330 West 42nd St., New York 18, N. Y. 


Please see that | get a copy of your booklet: 


% “HOW TO SET UP A PLAN FOR YOUR COMPANY'S POSTWAR MARKETS” 
HEADQUARTERS FOR INDUSTRIAL INFORMATION 


COMPANY «occ cccccccccccccccccccccccccecvceccccsscceseeseseeees 
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Dry Goods Group 
Sponsors Course 


in Advertising 


New York, April 25.—The Na- 
tional Retail Dry Goods Associa- 
tion, with the aid of leaders in the 
newspaper, radio and retail store 
promotion fields, will offer a 
course in retail advertising to 
schools throughout the nation. De- 
signed to serve a double purpose, 
the course has been planned to ex- 
tend specialized and_ technical 
knowledge in retail store adver- 
tising and to reduce advertising 
costs to the newspaper and radio 
industries. 

General subjects will cover ad- 
vertising production, the me- 
chanics of advertising, display in 
retail stores and the use of radio 
in retail advertising. Many stores, 
the association points out, have 
had to employ inexperienced. and 
uninformed personnel and have no 
present means to teach the funda- 
mentals of the business. 

The entire course will consist 
of a single book and 24 blowups 
in a complete package. The cost 
will be governed by population of 
the city, with the fee ranging from 
$50 to $200. Cities wishing to 
make use of the course are asked 
to set up a committee consisting 
of a newspaper, radio station and 
a department store. More than 
30 cities have already applied for 
the course. 


Frigidaire Issues Book 
Frigidaire Division of General 
Motors Corporation, Dayton, O., 
has published a 64-page booklet, 
“Frigidaire at War,” describing 
how it had turned from making 
refrigeration equipment and other 
appliances to manufacturing weap- 
ons for war—quickly, efficiently, 
economically. It has been dis- 
tributed to all employes to pro- 
vide them with a permanent rec- 
ord of their contribution to the 
nation’s war effort and “to inspire 
them to new and greater accom- 
plishments in speeding victory.” 


THERE'S NOT 
ANOTHER 
LIKE IT! 


S The per family pur- 
chasing power in 
Southern New England is 
greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. - 
Reach these extra buy- 
ing dollars through WTIC 
—Southern New England's 
foremost selling medium. 
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RECT ROUTETO AMERICA’S No. 1 MARKET 
he Travelers Broadcasting | 


* 


a 


Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 
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Grateful Frankfort 


DEEPLY APPRECIATE ARTICLE ABOUT 
Four ROSES MAGAZINE ADVERTISING 
IN APRIL 24 ISSUE. WOULD YOU BE 
KIND ENOUGH TO SEND US NAME AND 
ADDRESS OF AUTHOR IN ORDER THAT 
WE MAY EXPRESS OUR THANKS PER- 
SONALLY. 

J. BAXTER GARDNER, 
Vice-President in Charge of 
Advertising, Frankfort Distil- 
lers Corporation, New York. 
[Editor’s Note: Sorry, Mr. Gard- 

ner, but the author of The Crea- 
tive Man’s Corner is cloaked in 
anonymity, and must stay that 
way. He doesn’t always say pleas- 
ant, complimentary things about 
advertising, as you know, and he’s 
afraid, and justly so, that his “edi- 
torial freedom” might be some- 
what restricted if his identity were 
known. We’ve sent your telegram 
on to him, and he acknowledges 
it with a grateful bow.]. 


oo 7 


.) 
Really Sharp’ 

To the Editor: It’s true: All 
roads do lead to Rome; but they 
can be damned circuitous at times, 
as you undoubtedly note from 
press reports, etc. 

However, I just wanted you to 
know that I am still cookin’ with 
the ack-ack circuit and am hoping 
that business will take a decided 
turn for the better very shortly. 
And I particularly wanted to tell 
you what a swell idea I think your 
new feature starting off with 
“Dear Joe” is—really sharp, that 
is, from my present point of view. 
Men in my position really don’t 
care very much about the effects 
of rationing on nationally adver- 
tised brands of coffee, nor are they 
very much interested in whether 
or not Borden’s change from out- 
door to radio. But they are inter- 
ested in the more fundamental 
changes and developments in the 
ad business and will appreciate 
your slanting this feature to them 
in such a personalized manner. I 
am looking forward to future in- 
stallments. 

Cpi. P. W. Murpny, 
c/o Postmaster, New York. 
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More Co-op Comment 


To the Editor: I would like to 
have permission to reprint, with 
credit line, your story, “Co-ops 
Map Plans for International Trade 
Group,” in your March 27 issue of 
ADVERTISING AGE. 

I am sending you several copies 
of Kansas Business Magazine 
which contain stories relative to 
the cooperative situation. I be- 
lieve that the cooperative move- 
ment holds one of the greatest 
threats to the advertising industry 
now confronting the nation. I can 
see no reason why one group, be- 
cause of their corporate makeup, 
should be given an income tax 
subsidy, especially when they are 
competing with firms which are 
required to pay income taxes. 

Kar L. KENNEDY, 

Kansas Business, Topeka, Kan. 
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Car Dealer Casualties 


Set at 15°, in Survey 


To the Editor: I have just read 
with interest your editorial on the 
subject of automotive service mar- 
kets in the postwar period. We 
are definitely of the opinion thnt 
car owners have learned a lot dur- 


This department is a reader’s forum. Letters are welcome. 


ing the war regarding the possible 
life of their cars if they are prop- 
erly serviced. 

In your May 17, 1943, issue, you 
published a letter of ours com- 
menting on an editorial article 
which you had run indicating that 
18% of the car dealers had closed 
their doors. That was after a war 
period of less than 18 months. We 
pointed out at that time that after 
14 months of war, our records 
showed that only 9.25% of the 
dealers had closed. 


We have just issued a new bul- 
letin on postwar planning, which 
analyzes this subject further after 
28 months of war. Our present 
figures indicate that only 15.1% of 
the car dealers have gone out of 
business. In this bulletin we fur- 
ther mention the fact that “some 
dealers who do not wish to be 
quoted, have stated that because 
of reduced overhead, they now 
realize greater profits from service 
alone than they had when com- 
bined with car sales.” 

In the spring of 1942 we had a 
number of very pessimistic predic- 
tions relative to losses in automo- 
bile registrations. Those forecast- 
ers estimated that less than half of 


in the United States as well as 
Canada. Consequently, the buy- 
ers of Weston’s biscuits have re- 
peatedly found when they called 
at their grocer’s, that he had none 
in stock. Weston’s, of course, re- 
grets this situation but war re- 
quirements must come first. They 
feel, however, that out of courtesy 
to their customers they should 
make these customers realize that 
Weston’s is grateful for the pa- 
tience shown in waiting or in buy- 
ing Weston’s biscuits when they 
can get them. 
G. H. MAacDoNALp, 

& Scott, Ltd. 

Montreal. 


Stevenson 
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Agency Man Finds ‘The 
Pay-Off' Paying Off 

To the Editor: Even though he 
does not use his name, I want to 


write and say that we all find the 
weekly column, “The Pay-Off,” 
written by the Mail Order Man, 
very interesting. 

I personally, as a specialist in 
mail order advertising, think he is 
hitting the mark every week for 
reader interest in this important 
field of advertising. He has al- 
ready selected two of the accounts 
we service and his recent chart as 
to the best months for mail order 
advertising jibes exactly with our 
own experiences. 

Since “Knowledge is Power,” 
more of these helpful articles on 
mail order advertising should 
surely prove their worth to many 
of your readers. 

W. H. EICHHORN, 

Grant & Wadsworth, Inc., New 

York. 


Fans Like Fox Songs 


To the Editor: We are wonder- 
ing whether you’ve noticed the 
innovation of a new type of radio 
“singing spots” introduced by I. J. 
Fox, over various radio stations, 


AMUETListny Aye, WUuYy 1, = 
as a contrast to those ever-in. 
creasing repetitious jingles. 

You see, Fox, who was One of 
the first users of jingles, realizes 
that a great many radio listeners 
resent them and hence he origi- 
nated something new. He _ uses 
only original tunes and lyrics— 
built up like regular musical 
comedy numbers—as witness, “A]} 
Girls Are Beautiful;” “Say It With 
Sables;” “Lovely Lady,” etc. 

These numbers are not parodies 
or jingles but complete songs, 
written by Ascap members. Asa 
matter of fact, “All Girls Are 
Beautiful” is published by Leeds 
Music Publishing Company. 

Each number, when recorded, is 
transcribed just as a popular musi- 
cal comedy tune is with choral 
groups, etc. Incidentally, though 
the idea is new, Fox reports re. 
ceiving hundreds of fan letters 
from radio listeners asking where 
they can purchase records of the 
songs, or whether some popular 
orchestra leaders have recorded 
them, etc. 

Bert NEVINS, 

Bert Nevins Associates, New 

York. 


the automobiles then in use would | 
be in operation in the spring of| 
1944. Fortunately, these predic- | 
tions did not come true, and the| 
estimated registrations for 1943} 


showed a loss of but 6.4% as com-| wap 


pared with the registrations of the 
previous year. 


This is far below normal loss 
due to wrecking and scrapping of 
over-age cars and indicates that the 
automotive maintenance industry 
has made a successful effort to 
keep old cars in service. Fortun- 
ately, the WPB has greatly in- 
creased the quotas allowed manu- 
facturers for the production of re- 
placement parts. These are des- 
perately needed in order to keep 
transportation going. 

A real shortage of manpower 
exists in the service shops due to 
the loss of over 100,000 mechanics, 
many of them younger men who 
have gone into the services. But 
the older men are working long | 
hours and making so much money | 
that there is no incentive to go| 
into other industries, which is for- | 
tunate as it is vitally essential to | 
keep transportation rolling. 


While car owners find it difficult | 


to get many minor repair jobs, still | 
the automotive service trade has 
proved successful in taking care of | 
the vast majority of emergency | 
jobs and will undoubtedly be able | 
to continue this policy. 
J. V. Hunter, | 
General Manager, Motor Serv- 
ice, Chicago. 
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Bouquets to Customers 


To the Editor: We are enclosing 
a photograph of an outdoor board 
that is being used by our client, 
George Weston, Ltd. We send 
you this because it is an unusual 
way of using outdoor advertising 
and the space is given to thank 
the retailers and consumers of 
Weston’s English Quality biscuits 
for their patience while such a 
small percentage of Weston’s pro- 
duction is going to the domestic 
market. 

For a long time now, a very 
large percentage of Weston’s bis- 
cuits has been shipped overseas 
to the fighting forces. I think this 
goes for the three Weston’s plants 


= 


THANKS CUSTOMERS—George Weston Ltd., Canadian biscuit maker, uses 
outdoor advertising to extend thanks to the public for making the most of 
a wartime shortage of the product. 
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O the war ends. So the “big money” stops 
jingling in war-worker jeans. So markets get 
shifted and shuffled around for the long readjust- 


ment to peace... 
So what? 


So R & T Iowa keeps right on being a lush mar- 
ket for you! The good, black dirt of lowa stays 
put—and so do the people on it. The corn keeps 
growing. The little pigs keep multiplying. The 
hens keep on laying eggs. Nature pursues her old, 
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forefront of buying power in the postwar period. 


Anchor your postwar sales and profits in the 
rich, black dirt of Iowa. Start building your plans 


now on the market that spells stability with a 
capital “S.” Whatever happens, Iowa’s wealth 


ket... 


old job of making Iowa the nation’s No. 1 agri- 


cultural state. 


And the money will still roll from Iowa farms 
to lowa towns and cities—roll into the urban cen- 
ters that make lowa one of the 20 best markets in 
America today . . . and that will keep Iowa at the 


-—R. « T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


_ pes moms REGISTER and TRIBUNE | 


stays put... lowa’s buying power stays wp. 


One great newspaper covers this entire lowa mar- 
reaches the towns and cities where the money 
is spent... Use it to win your sales battles in the 
peacetime days ahead. 


If R & Tlowa isn't on it, © 
you're missing one of 
your 20 top urban markets. 


® dist 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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5, The intense reader interest : 

lew of the Significant People helps explain 
Newsweek's phenomenal increase in cir- 
culation, in the past six years, of 74%! 


“The Home Life of the Significant People 


How much is a publication survey worth? A great 
deal, we believe, if it provides factual information 
on the buying habits of an influential group. When 
it’s a group like the readers of Newsweek (the 
Significant People), the survey becomes invalu- 
able! Perhaps that’s why our recent survey has 
created so much interest. It reveals the amazing 


potential and influence of the Significant People, 


and their great affection for Newsweek. 


More than half of all Newsweek families, or more 


than 271,399 families, use vitamins regularly.* These factors are the direct result of News k’s 


vital editorial policy of impartial reporting, news sig- 
nificance, and forecasts of the future. And while 


circulation has steadily increased to more than 


veriod. 
in the 
- plans 
with a 
wealth 


half a million in the past 


six years, advertising rev- 


enue has also increased 


a mat 
/ money 
in the 


among general maga- 


zines, from twenty- 


— second to fifth place! 
one of 
markets. * According to a recent survey, 
the results of which are being a 
presented in a series of adver- — 
In 38.5% of Newsweek families, the man of the tisements in this magazine. 
| house does the marketing at least part of the time. Further details on request. ms 
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Moves fo Expand, 


Revitalize Census 


Aims to Fit Work 
to Basic Needs of 
Marketing Men 


Washington, D. C., April 27.— 


Government officials have begun 
a thorough revision of the pro- 
gram of industry statistics pub- 
lished by the Department of Com- 
merce, to make them more valu- 
able to marketing executives, and 
to key them for an important role 


in guiding the reconversion pro- | 


— of government and indus- 


With increasing emphasis on 


matters of distribution after the 
Department of Commerce 


war, 
officials want to revamp their in- 


dustrial statistics, as well as their 
other business statistics, so that 
the reports will provide more 
marketing information when they 


are redeemed from wartime hi- 
bernation. 
ambitious program, to pro- 


vide industrial reports which will 


show the use of materials and in- 
vestment, as well as other factors, 
has been brought forward by of- 
ficials of the Bureau of the Cen- 
sus. 


Interdepartmental Group Formed 


Because of the magnitude of the 
problem, Secretary of Commerce 


Jesse Jones has called in repre- 


sentatives of other government 
departments to serve on an inter- 
which 
will consider the character and 
extent of the statistical program 
from the point of view of the gov- 


departmental committee 


ernment. Business groups will be 
consulted later. 
Three representatives of the 


Bureau of the Census, and six 


members of the staff of the Bu- 
reau of Foreign and Domestic 
Commerce and the Secretary’s of- 
fice are on the committee, as well 
as representatives from the Fed- 
eral Reserve System, Department 
of Labor, Bureau of the Budget, 
Tariff Commission, Department of 
Interior, Treasury, WPB, Agricul- 


Dept. of Commerce 


i i 
KEEP POSTED 


date 


ORDER NOW...NEW 1944 


Standard Advertising Register 


In these days of rapid fire shifts, the new 
1944 Standard Advertising Register and 
Service will keep you abreast of these 
changes. 

The Register lists over 11,000 national 
and sectional advertisers. It gives the 
executive personnel of each including 
advertising manager, sales manager, 
buyer of printing. It shows the agency or 
agencies placing the account, territory 
covered and types of media used. In fact, 
it gives all information necessary to effec- 
tively solicit the advertiser or agency 
either by mail or in person. 


THE AGENCY LIST— issued three times 
a year, April, August and December. A 
dependable source of infor- 
mation on 1600 advertis- 
ing agencies with their 
personnel, recognition 
and the 30,000 clients 

they serve. 


, 


NATIONAL REGISTER 
PUBLISHING CO.,Inc. 


330 W. 42nd Si. 333 N. Michigan Ave. 
Chicago 


New York 


ture and Social Security Board. 
The Census people are: J. C. 
Capt, director; Dr. Philip Hauser, 
assistant director, and Maxwell R. 
Conklin, chief of the industry di- 
vision. For the Buréau of For- 
eign and Domestic Commerce: 
Dr. Amos Taylor, director; H. B. 
McCoy, chief of the industrial 
economy division, and Milton 
Gilbert, acting chief of the divi- 
sion of research and statistics. 
During the war, many of the 
Department’s statistical series, in- 
cluding its Census of Manufac- 
tures, have been discontinued to 


enable the staff of the Bureau of 
the Census to collect material for 
use in the administration of the 
wartime restrictions set up by 
WPB, OPA and other agencies. 

In appointing the committee to 
review all these reports, Secretary 
Jones hopes to take advantage of 
the wartime suspension to thor- 
oughly overhaul his reports, so 
that the postwar program will be 
carefully prepared to serve the 
needs of business and government. 

As a starting point, the commit- 
tee will have the mass of reports 
which the Bureau of the Census 


is collecting for the war agencies. 
Many of these, with careful prun- 
ing of the complicated question- 
naires, could be carried over after 
the war. 

For industry’s purposes, the 
Bureau of the Census wants to 
provide sufficient information so 
that marketing men will be able 
to find the areas where the great 
bulk of their product is consumed, 
geographically and by consumer 
groups. 

These reports, it is suggested, 
would involve complete details on 
the production, sales and other 


significant operations governing 
basic materials such as steel, ser\ 
wood, copper, aluminum and com. 
ponents such as electric motors, 
pumps, and electronic tubes, a M 
well as important items of con. stat 
sumer goods. sent 
To perform this task, the in. cau 
dustry division of the Bureau of inte 
the Census, for instance, had pur 
already been greatly expanded, unk 
with a number of experienceg ply 
business experts added since the ava 
last Census of Manufactures ip Ir 
1939, and a new chief, Maxwell Mai 
R. Conklin, who set up the pro. tha’ 
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In common with all 
Chilton see “Freedom 
concomitant of human 
freedom can be attai 


— 


A HAND UP FOR FREE MEN? . .)OR 


American business, we ogtaxat 
From Want” as a nationgyment 
liberty. And we believe thignatio 
ned in far more abundamiself-r 


measure than its dreamers have ever dreamedicurity 


BUT—Freedom From Want, and economic securi 


for all, either rest upo 
individual production, 
mocking echoes of a 
collapsed. 


As we at Chilton see it, the key to this problems 
Freedom From Want is the maintenance of ince 
tives to work. Men labor only that they may enjo 


n the sound premise of ful A th 
jdom 


that j 
cry si 


or they fall . . . with 
nother empty promise the 


Faith 
are r 


Shall 


the fruits of their effort. Deprived of gain by harsgP®o¢ 


CH 


Chestnut and 56th Sts., Philadelphia 39,! 


100 


ILTON COMPANY (INC 


East 42nd Street, New York 17,N. 


Chilton sources and influence are world-wide. Chill 
Company (Inc.) has an equal interest in Business P 


lisher 


s International Corp., publishing THE AMERIC 


AUTOMOBILE (Overseas Edition), EL AUTOMO 
AMERICANO, INGENIERIA INTERNACIONAL, Indus 
Construct 


Edition, 
Edition, and EL FARMACEUTICO. 
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duction index of the Federal Re- 
serve System. 


Statistics Essential 


Mr. Conklin believes that gooa 
statistics will be absolutely es- 
sential in postwar marketing, be- 
cause, he says, there can be no 
intelligent planning in either the 
purchasing or sales departments 
unless an accurate picture of sup- 
ply and demand possibilities is 
available. 

In .resuming the Census of 
Manufactures, he wants to be sure 
that it will cover all key com- 


modities, and that it omits the 
minor items—he typifies them by 
reference to “carved bone button 
index.” These minor items, he 
says, aren’t significant, and they 
involve a lot of work. 

Mr. Conklin believes that a 
worthwhile series of reports can 
be worked out only if business 
and industry let the Department 
know what they want. While he 
shudders at the thought that 
many business men will be bitter 
about government forms after 
they finish reporting to WPB and 
OPA, he hopes the current “Facts 


for Industry” series will demon- 
strate the possibilities of full re- 
ports. 


Valuable Data Given 


Until now, he points out, busi- 
ness men have been pouring the 
statistics into the government ana 
getting nothing out of them. With 
the Facts for Industry reports as 
samples, he hopes they will see 
the valuable marketing material 
that can be provided by a govern- 
ment agency which can solicit the 
cooperation of every segment of 
indusiry. 


Names Gordon Agency 


Phil Gordon Agency, Chicago, 
has been named to handle the ac- 
count of the J. R. Watkins Com- 
pany, Winona, Minn., manufac- 
turer of extracts, soaps, medicines 
and toilet preparations. Henry 
Flarsheim is the account executive. 


J. W. Crosby Advanced 


J. W. Crosby, sales manager of 
the Thiokol Corporation, Trenton, 
N. J., has been elected vice-presi- 
dent and general manager. 


ment “benefits”, our people well may become a 
nation of pauperized dependents . . . devoid of 
‘self-reliance, and lacking initiative to maintain se- 
curity for either the individual or the state. 


A thousand proverbs attest the axiom that Free- 
dom is never a free bestowal by Providence .. . 
that its price is struggle; its voice a constant battle- 
cry summoning men to fight for high ideals. 


Faithful to that concept, armed millions of our sons 


are now rallied to Freedom at far Armageddons. 
Shall we fail them as we shape the strategy for 


peacetime freedoms at home? 


EVIEW OF OPTOMETRY - THE JEWELERS’ CIRCULAR-KEYSTONE - AUTOMOTIVE AND AVIATION INDUSTRIES - MOTOR AGE 
CTION - THE SPECTATOR PROPERTY INSURANCE REVIEW - D. & W. 


VIA CLOSED CIRCUIT—Among those 
who took part in a “sales meeting of 
the air" held by Libby, McNeill & 
Libby April 15 were E. R. Borroff (left), 
vice-president in charge of the Blue 
Network central division, and John W. 
Rose, sales manager of Libby. The 
company's 1944-45 sales program was 
outlined via the Blue's closed circuit 
system in seven major cities. The meet- 
ing preceded by two days Libby's 
sponsorship of "My True Story” over 
the full Blue Network. 


Burnett Leaves GF 


Verne Burriett, for the past 14 
years vice-president of General 
Foods Corporation, New York, in 
charge of public and stockholder 
relations, has resigned to open his 
own public relations office on May 
1. Mr. Burnett’s first client will 
be General Foods. Edwin B. Doo- 
ley, who has been his assistant, 
has been appointed director of 
public information. 


Joins ‘New Yorker’ 

Frank M. Brewer, formerly 
deputy administrator and regional 
manager of the War Finance Com- 
mittee of [Illinois for the U. S. 
Treasury Department, has- joined 
the sales staff of The New Yorker. 
He will be associated in the Chi- 
cago office of the magazine with 
his brother, Thurlow’ Brewer, 
western manager of The New 
Yorker for the past 16 years. 


LANADAS 
MOST 
INFLUENTIAL 
MAGAZINE 


* Largest magazine 
circulation 
* Largest volume of 
advertising 
* Vigorous editorial 
policy 
* Cover to cover 
readership 
* Read by the whole 
family 
* Strong influence 
with dealers 
* The choice for Can- 
ada’'s expanding 
market 


481 University Avenue. Toronto 2. 
New York Chicago Montreal London (Eng.) 
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Quietly, with a notable absence 
of fanfare or publicity, Coty, Inc., 
has been engaged since last Au- 
gust in intensive postwar research 
through its own research division, 
and in conjunction with leading 
designers, has virtually completed 
plans calling for a general repack- 
aging of its numerous products 
and resumption of international 
operations when peace comes to 
the world. 

* x % 

Looking ahead to the day when 
space salesmen will have to be 
space salesmen and not good will 
ambassadors, This Week Magazine 
is planning to add 20 more news- 
papers after the war, to the total 
already carrying the publication as 
a special Sunday magazine section. 

* * * 


While other U. S. manufacturers 
may wrangle with Willys-Over- 
land Motors over paternity claims 
to the jeep, to Russian soldiers 
slugging it out with the Nazis, 
there’s no doubt. To them it’s the 


“weelies’—their pronunciation of 
the name “Willys” imprinted in 
raised letters on the back of each 
of the 33,000 of the ubiquitous 
jeeps sent to the U.S.S.R. 


* * a 


The Los Angeles Times is ex- 
pending considerable time, effort 
and money to correct the thinking 
of its citizens, who revealed in a 
survey that they regard radio as 
the most informative and accurate 
medium in the dissemination of 
news. To counteract this impres- 
sion, the Times has, quite paradox- 
ically, taken to radio to disprove 
such thinking. 


a bo a 


Petty pilfering from hotels in 
normal times is a perpetual head- 
ache to hotel operators. But in 
normal times the hundreds of 
thousands of pilfered items are 
easily replaceable. With civilians 
hard pressed to obtain various 
merchandise, hotels are taking it 
on the chin still more nowadays 
and guests are literally walking 


out with anything not nailed 
down. One of New York’s leading 
hotel managers reports that in one 
month alone the hotel lost 3,100 
spoons of all kinds, an average of 
100 a day. Another hotel that took 
in the laundry of a nearby Army 
camp until it could set up its own 
laundry facilities found thousands 
of face towels, dish towels, pillow 
slips and other items which the 
soldiers had taken as “souvenirs” 
from hotels in every state in the 


Union. 
ms ak 


William R. Riple, manager of 
WTRY, Troy, N. Y., is slated to 
assume the added job of supervis- 
ing WELI, New Haven, Conn., 
upon completion of a deal under 
which Col. Harry C. Wilder, Syra- 
cuse, proposes to buy the station 
for $250,000 from Arde Bulova. 
Col. Wilder, president of Central 
New York Broadcasting Company, 
operator of WSYR, Syracuse, re- 
cently asked FCC approval of the 
WELI purchase. 


* ca a 


Pepsi-Cola Company overlooks 
no bets when it comes to pushing 
its “Pepsi” in the highly competi- 
tive cola drink field. During the 


recent Hebrew Passover holidays, 
the company had certain of its 
bottling facilities properly “kosh- 
erized” and distributed counter 
cards and window displays to deal- 
ers advertising Kosher Pepsi-Cola. 


‘Bulletin’ Offers Radio 
Time Table Ad Rates 


Listing of advertisers in the 
Philadelphia Bulletin’s Radio Log- 
Time Table, with two types avail- 
able, are included in the new rate 
card issued by the newspaper, 
effective May 1. 

Names of program sponsors and 
titles of the shows can be included 
in the log at the rate of $5 for the 
first two lines and $5 for each 
additional line. For a special list- 
ing in 7% point type the rate is $5 
per line. Each ad is preceded by 
an asterisk identified at the bottom 
of the log as “advertisement.” 


Joins Blue Sales Statf 


Roy McLaughlin, for the past 
year on Station WENR and the 
Blue Network spot sales staff, Chi- 
cago, has joined the sales depart- 
ment of the Blue Network’s cen- 
tral division. 


At the battle of Monmouth, June 28, 1778, the heat was 
stifling. Mary Hays, wife of a patriot gunner, carried 
water to the wounded and exhausted men. Soon they 
called her “Molly Pitcher.” When her husband fell, heat- 
stricken, beside his cannon, “Molly” took his place. Fired 
by her heroic example, the patriots beat back the enemy’s 


attacks again and again. 


Against disheartening odds, 


American courage and determination won a glorious 


of “Molly Pitcher” and the patriots at Monmouth. Carry the fight to the foe! 
To falter now is to lose the public’s favor — and with it, the battle for future 


business. 


As long as you keep your product in the public eye, through colorful point- 


don't give up! 


There’s a vital lesson for every point-of-purchase advertiser in the example 


of-purchase displays, you maintain the “edge” that past planning, patience 
and persistence have brought you. If you quit, competition’s unceasing 
barrage will surely silence your guns. Stand your ground, soldier! Keep 
fighting NOW for tomorrow’s business. Don’t give up! 


CHICAGO ° 


Use it up, 
Wear it out, 
Make it do, 
or do without. 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


DETROIT ° 


JERSEY 


CITY 


Packard Ready 
to Resume Auto 
Output Quickly 


New York, April 25.— Packard 
Motor Car ‘Company can begin 
building new automobiles within 
four months after the government 
authorizes resumption of civilian 
production, George T. Christopher, 
president and general manager, 
told 150 company dealers, parts 
managers and service executives 
at a meeting here yesterday. 

On the basis of present indica- 
tions, Mr. Christopher predicted 
that postwar automobiles will be 
about 25% higher in price than 
their 1941-’42 predecessors. At 
the same time, he emphasized that 
any resumption of automobile 
manufacturing before the war’s 
end is solely the concern and re- 
sponsibility of the government. 

The Packard executive disclosed 
that the management, while in no 
way shifting its responsibility as 
a war worker, is subcontracting to 
as large an extent as possible in 
order to clear plant space for the 
reconversion period. Referring to 
wartime expansion, he explained 
that Packard’s new buildings in 
Detroit and Toledo, together with 
original factory facilities, have a 
total of 4,600,000 square feet of 
floor space, exceeding in size the 
gigantic bomber plant at Willow 
Run. Packard production will thus 
be increased after the war, he said. 

In Detroit, Hugh W. Hitchcock, 
Packard advertising manager, de- 
nied a report that the company 
intends to get the jump on other 
car makers by launching civilian 
production in a huge new Chicago 
plant and avoiding the delays en- 
forced by reconversion of its war 
plants. 


Fairchild Freezes 
All Circulation 


The circulation of all four Fair- 
child. publications, Daily News 
Record, Women’s Wear Daily, Re- 
tailing Home Furnishings and 
Men’s Wear, has been frozen, a 
move necessitated by the con- 
tinued increase in new subscrip- 
tions in the face of government 


restrictions on newsprint con- 
sumption. 
The freezing establishes the 


present press run of each of the 
publications as its ceiling figure 
beyond which no copies can be 
printed. New subscriptions will 
be added only when vacancies 
occur on the present lists but re- 
newal orders will be accepted if 
received before expiration. 
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Army, Navy Medical 
Services Figure in 
New Abbott Series 


(Picture on Page 63) 

Chicago, April 26.—Abbott Lab- 
oratories, whose illustrations of 
war subjects have set a new high 
in advertising art with great pro- 
motional value for the Navy and 
the Treasury Department, is al- 
ready planning two new series 
which will tie in directly with war 
subjects of immediate interest to 
users of the company’s products— 
one dealing with Navy medical 
service and the other with Army 
médical service. 

The collection of 101 paintings 
by distinguished American artists 
dealing with naval aviation was 
presented to Col. Frank Knox, 
Secretary of the Navy, last De- 
cember by S. DeWitt Clough, pres- 
ident of Abbott Laboratories and 
its former advertising manager, 


and since then has been exhibited 
in many of the leading art mu- 
seums of the country. After com- 
pleting its tour of this country, 
the exhibit will be shown by the 
Navy Department in Canada, Mex- 
ico and South America. 

Abbott Laboratories’ plans for 
devoting a large part of its ad- 
vertising and promotion program 
to paintings and drawings which 
would be of service to various de- 
partments of the government were 
set in motion in 1942, when the 
company commissioned seven art- 
ists to create illustrations which 
would have not only pictorial 
value but would also be of service 
in stimulating interest in naval 
aviation. 


Worked as Team 


These painters, including How- 
ard Baer, Adolph Dehn, Don Free- 
man, Joseph Hirsch, Georges 
Schreiber, Robert Benney and 
Lawrence Beall Smith, worked as 
a team, the subjects required for 
the full schedule of 101 pictures 
being divided among them. They 
lived at naval air stations, studied 
the subjects first hand, and in one 
year produced a group of paint- 


ings which have won acclaim not 
only because of their art value, but 
as authentic records of Navy avia- 
tion in action, from pre-flight to 
combat. 

The paintings were used by Ab- 
bott Laboratories in its company 
publication, ‘“What’s New,” which 
goes to every physician in the 
United States, and also appeared 
in an overseas edition of the pub- 
lication. They have likewise been 
used by the Navy itself as recruit- 
ing posters, in booklets distrib- 
uted among high school students 
and as technical aids in naval 
training schools. The illustrations 
appeared in Abbott advertising 
during the period from September, 
1943, to February, 1944. 

Abbott has made a similar con- 
tribution to the Treasury Depart- 
ment, using fine illustrations pro- 
moting the sale of war bonds in 
“What’s New” and in inserts in the 
Journal of the American Medical 
Association and other medical 
journals. The Treasury employed 
them as posters in the several war 
bond drives with great success, 

The cities in which the Navy 
Department has exhibited the Ab- 
bott collection of paintings on 


naval aviation include Washing- 
ton, New York, Boston and Spring- 
field, Mass. It is now being shown 
at the Art Institute in Chicago, 
and will later visit Minneapolis 
and many other cities. 

Currently the Abbott series of 
war paintings appearing in its 
company publication and other 
advertising is devoted to “the 
silent service,” recording the oper- 
ations of United States submarines. 
The two series on medical service 
in the Army and Navy will follow. 


Lists War Activities 

Station KMBC, Kansas City, has 
issued its second annual War 
Broadcasting Activities book for 
1943, summarizing its contribu- 
tions to the war effort, including 
4,763 local announcements given 
to governmental and civic organi- 
zations amounting in time to 134 
hours and 35 minutes. 


Starrett Advanced 

David B. Starrett, with the Royal 
Typewriter Company since 1915, 
has been named eastern sales 
manager, with headquarters in 
New York. 


Advertisers 


sain plus value from 


advertising columns! 
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. roy HOW Parade readership works out 
to the advantage of advertisers: 


Independent surveys show Parade has the high- 
est family readership of any national magazine 
section. Ask us to show them to you. 


Parade’s 2,000,000 families carry their interest 
in Parade’s editorial content right over into the 
With low rate per page per thousand, Parade 
delivers more readers per advertising dollar. 


See pointers, below, on Parade’s technique 
of pre-editing picture-stories. 


leadership in readership among national magazine sections 


od 
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Sign Manufacturer 
Aids War Effort, 
Gets ‘E’ Award 


Westminster, Md., April 25.— 
One of the most unusual occur- 
rences of this war took place here 
last Saturday when the National 
Advertising Company, peacetime 
creator of small highway bul- 
letins, was awarded the Army- 
Navy “E” for outstanding produc- 
tion of war materials. 

The presentation was made by 
Major James I. Heinz, U. S. Army, 
before a group of high officials in- 
cluding Gov. Herbert R. O’Connor 
of Maryland, Lt. Commdr. Cop- 
inger of the Navy and Mayor Mc- 
Keldin of Baltimore, who acted as 
master of ceremonies. 

National Advertising Company 
was converted into a war plant 
soon after Pearl Harbor was 
bombed. Machinery already owned 
by the company was supplemented 
by used machinery lying dormant 
in isolated plants. One milling 
machine, now doing an efficient 
job, was found in’ a chicken house; 
even a rusty drill press was taken 
from a hay mow. 

In the shop where signs were 
formerly manufactured, these ob- 
solete machine tools were rede- 
signed and retooled by ingenious 
craftsmen. Now more than 100 
separate precision machine parts 
are being produced by this com- 
pany. Delicate war instruments, 
held to tolerances as low as 
1/10,000 of an inch, as well as 
woodwork calling for the exact- 
ness of 1/32 of an inch, have been 
turned out by the more than 120 
employes for the past three years. 

John Falkner Arndt & Co.,, 
Philadelphia, handles advertising 
for National. 


Sylvania to J. M. Mathes 

Sylvania Industrial Corporation, 
New York, manufacturer of cello- 
phane and cellulose products, has 
named J. M. Mathes, Inc., New 
York, to handle its advertising and 
public relations. Bryan Warman, 
formerly with Sargent & Co., has 
joined the agency as an account 
executive, and Rodger H. Mackin, 
recently discharged from _ the 
Army, has been named to the 
agency’s art department. 


Two Companies Merge 


The Sherwin-Williams Company 
of Canada, Montreal, and Lowe 
Brothers Company, Toronto, have 
been consolidated through an ex- 
change of stock. A. G. Pinard, 
president of Lowe Brothers, will 
continue in that position. He has 
been elected a vice-president of 


Sherwin-Williams Company. 


— eae 
CANTEEN HOSTESSES may be glamor girls, but they are also doing 
a a and splendid job  ¢ eres = —- of | An Unusual 
boys in uniform. provide the kind of subject, of unive j 
interest, around which PARADE picture-stories are built. OPPORTUNITY 
7 i } 
“—— for Two Young 


ADVERTISING MEN 


One Needed with Experience 
Writing Industrial Copy 


Manufacturer with 30-million- 
dollar annual business, national 
and international. Fastest growing 
organization in its field. Located 
in one of the West’s most beautiful 
and healthful cities. Living condi- 
tions exceptionally fine — living 
costs moderate. These jobs require 
men who are realistic thinkers: 
able to develop into sound plan- 
ners and writers of simple, strong. 
persuasive copy. We have the kind 
of environment that will let you 
grow and improve as fast as you 
want. Good salary to start, with 
advances in pay as you prove your 
worth. Permanent job. Must be 
25 to 35. If under 30, only men 
with 4-F classification can be con- 
sidered. If over 30, must be 4-F. 
or married. Man qualified to write 
industrial copy should be engineer 
or of engineering type of mind. A 
real opportunity for two able and 
ambitious young men. Address Box | | 
4767, Advertising Age, 100 E. Ohio 
St.. Chicago 11, Tl. 


irls, 
the 


TO FIND OUT what service men think of these modern 
PARADE talked to military men in several cities — foun ‘ 1 
some boys feel at home in a strange city. More about 
PARADE editorial methods next month. 


type of hostess most popular, and why. PARADE then pre-edited 
a picture-story around a typical hostess. 


405 LEXINGTON AVE., NEW YORK . 
«135 $0. LA mark eg CHICAGO 3, ILL. _ 
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Lhrough the Kye... Through the Ear... 


Iwo Direct Lines of Communication 
to 14,000,000 city and country people zwho think and respond alike — 


“HOW’S YOUR BABY?” 
. 


I was looking over the mail down in our 
Prairie Farmer-WLS mail room the other day. 


There were literally hundreds of letters in 
the first morning mail—many of them routine 
requests for recipes, information on where 
products could be purchased .. . all of the 
usual things. 


But all through these letters were personal 
notes to our editors and radio people... 
“How’s your baby?” 
“When will So-and-so come back from 
her honeymoon?” 
“So sorry to know you're ill. I’ve had a 
time myself this winter.” 

As personal as though written from sister 
to sister, from father to son. 

That's what always pleases me... that per- 
sonal touch in our mail that shows we are 
daily living the lives of the people of “Lincoln 
Land” with them—that they look upon us as 
friends. 

It’s at once a great privilege and a great 
responsibility to be so close to over 14,000,- 
000 people. 


Toh itge OF rete 


President, Prairie Farmer and WLS 


ERE in “Lincoln Land” is a mingling of farm, 
ex-farm, small town and city people—over 
14,000,000 of them. This major market is unlike 
any other in all America; its buying mind can be 
reached directly and convincingly through Prairie 
Farmer and WLS. They know these mediums well. 
With confidence and conviction they read Prairie 
Farmer and listen to WLS. 


They Have Money to Spend 
Owning through earnings, they possess more than 
one-eighth of the spendable income of the entire 
nation. They have the means to buy and they do 
buy in quantity everything that human beings every- 
where need and desire . . . a broad market indeed 
...a responsive market. 


Prosperous People 
Make Responsive Markets 
“Lincoln Land” is the bread basket of America 
and the center of one of the richest manufacturing 
areas in all the world—a unique production bal- 
ance. This means prosperous people—responsive 
and profitable markets. Here then, lie matchless 
trade opportunities for advertisers who recognize 


great buying power in the minds and hands of peo- 
ple of character and foresight. 

The well travelled path to their hearts and minds 
is through Prairie Farmer and WLS—either singly 
or as a team. That’s all you need to move this great 
market. Your products could have no better spon- 
sors to the people of “Lincoln Land” than Prairie 
Farmer and WLS. Every reader-listener survey 
proves this. 

A Century of Confidence 
For 103 years Prairie Farmer has been first among 
publications with “Lincoln Land” folks. Abraham 
Lincoln was an early and valued subscriber. For two 
decades WLS has been their favorite station,with 
one of the largest talent staffs in radio. 

All through these years we have lived, planned 
and worked with them . . . encouraging and help- 
ing them produce, process and distribute record- 
breaking quantities of food and other merchandise. 
They believe in us and we believe in them. Let us 
“vouch” for you and your products through Prairie 
Farmer and WLS—the two great lines of communi- 
cation to more than 14,000,000 people who 
think and respond alike. 


THE DIRECT WAY TO ‘LINCOLN LAND’’ 
For immediate or post war volumes hitch your sales story to this record- 
proved Prairie Farmer-WLS team. It will do the job for you. The way is well 
charted and the goal worthwhile. See your advertising agency or write to us. 
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800 Manufacturers 


Operate Under PX 
Price Agreements 


Keep Products, Brand 
Names Before Service 
Men and Women 


By LAWRENCE M. HUGHES 


New York, April 25.—Although 
retailers regard with concern the 
Army post exchange and Navy 
store systems (AA, April 17), 
many manufacturers are now doing 
business with this great and grow- 
ing market. 

Officers of the Army Exchange 
Service here question estimates 
that the PX’s now do a combined 
annual volume of nearly $2,000,- 
000,000. They point out that PX 
domestic sales in 1943 totaled only 
$825,891,925, and they say that PX 
overseas sales may not add more 
than $200,000,000 to this figure. 

At least half of the Army per- 
sonnel, however, is now overseas, 
and the number of PX’s abroad is 
multiplying. Also, the 2,000,000 or 
more personnel of the Navy, Ma- 
rine Corps and Coast Guard are 
estimated to provide $500,000,000 
in “service store” volume. 

Some Navy stores are now oper- 
ating on an annual basis of $12,- 
000,000 or more, and a few Marine 
stores are as large or larger. The 


Army, however, continues to be 
the major part of this market. 


Get Price Advantages 


About 800 manufacturers have 
signed price agreements with the 
Army Exchange Service, stipu- 
lating that they will sell to no 
one at a lower price than to a PX. 
Thus a small Army PX is given 
the same price advantage as the 
largest civilian jobber or distribu- 
tor. In some cases, such as cigar- 
ets, where a PX buys a product 
of mass volume from a distributor, 
the manufacturer pays the dis- 
tributor to make the operation 
profitable. 

These 800 concerns all sell their 
products nationally or internation- 
ally, and many of them are na- 
tional advertisers. In addition, the 
PX’s—each of which operates and 
buys on its own, under AES super- 
vision—probably deal with a total 
of thousands of regional and local 
suppliers. 

Among the 800 are 175 drug 
product manufacturers, and 203 in 
confectionery, fountain products 
and tobacco. The others represent 
a wide variety of fields, from cloth- 
ing to gifts and novelties to foun- 
tain and restaurant equipment. 


Profits Are Assured 


The price agreements, the AES 
says, are intended to help PX offi- 
cers in their buying. Some cover 
the domestic market only, some 
domestic and export, and some ex- 
port only. All stem from the AES 
purpose “to supply the persons to 
whom sales are authorized at the 
lowest possible prices with articles 
of necessity and convenience not 
supplied by the government.” 

Maintaining net profits between 


No, Silas, there are 
too many people 


around here. . 


pre ai 


TED WITH THE FARGO 
PETERS, NATIONAL REPRESENTATIVES — 


“The 1940 Census shows that 


Yep— Fargo’s 


a boom town! 


Y 


5 and 7.5%—which are devoted to 
“post causes’—the domestic ex- 
changes may undersell nearby 
civilian stores by 25% or more. 
In fact, the AES was created in 
1941 to replace the former indi- 
vidual post canteens because, as 
the Army points out, the canteens, 
“buying as they had to, in small 
lots and from local distributors, 
frequently were unable to match 
the ‘loss leaders’ put on sale by 
commercial companies.” 

This market is not only great 
and growing but responsive and 
dependable. The PX’s are backed 
by the credit of Uncle Sam. No 
PX has failed to earn a profit. 
Manufacturers now engaged pri- 
marily in war production are keep- 
ing both products and brands 
alive through these stores, which 
still carry many things not avail- 
able to civilians. The men and 
women in our armed services, pre- 
dominantly young, are now devel- 
oping lifetime product and brand 
habits, largely through PX’s. 


Prefer Military Market 


Manufacturers of products which 
are scarce but not rationed often 
prefer to sell the military rather 
than the civilian market. Although 


the exchanges are rationed volun- 
tarily on some things, they can 
still get, on requisition, house fur- 
nishings and housewares, cameras 
and radios—chiefly portables. They 
are said not even to need requisi- 
tions for such scarce items as 
clocks, golf clubs, fishing tackle 
and barometers. Imported service 
watches are available at PX’s at 
a price range between $12 and 
$30, says the AES, but to get one 
a man must have a signed state- 
ment of necessity from his com- 
manding officer. 

Post newspapers don’t carry ad- 
vertising and usually no displays 
are permitted, but all merchandise 
sold at these stores must be plainly 
displayed. The product itself, of 
course, is the best advertisement. 
Generally, the AES points out, 
“the bigger the advertiser the 
greater the desire to have his mer- 
chandise in the PX’s.” Few groups 
of consumers buy and use with 
more enthusiasm. 

After a 36,000-mile tour to five 
theaters of war last year, Brig. 
Gen. Joseph W. Byron, then chief 
of the Army Exchange Service 
and now director of the Special 
Services Division, which includes 
the PX’s, said: “You have to see 


Advertising Age, May 1, 1944 
for yourself to understand the 


thrill that Private Joe Doakes gets | 


out of being able to buy his favor- 
ite toothpaste. He gets a lift just 
out of seeing his familiar Ameri- 
can labels.” 


Supply Foreign Fields 


Hardly had the Germans or Japs 
been pushed out of a sector, Gen- 
eral Byron added, than the PX’s 
move in. Exchanges have bought 
from local bazaars or marts in 
North Africa so that “men might 
be able to make their purchases 
at cost on the post without hay- 
ing to barter with the natives.” At 
an advanced position in China, 
where all supplies had to be flown 
by plane, the men reported that 
“we are well fixed for cigarets, 
What we want is gasoline and 
Japs.” In the Middle East, along 
a stretch of 1,000 miles, soldiers 
are supplied by a traveling PX in 
a box car. An Army chaplain, 
observing the operations of an ex- 
change after the conquest of Attu 
said, “There’s a lot of religion in 
a candy bar.” 

Types of products carried in 
overseas exchanges are determined 
by theater commanders. The PX’s 
are part of the Army’s morale- 
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RIGHT AT HOME—Most of the shelves are filled at this post exchange 


located at an Army camp in New Caledonia. 


maintenance service, and the 
Army wants the men to have 


sonable limitations. 


everything they want, within rea- 


The limita- 


tions are that the products really 
must help morale, must be fairly 
easy to transport, and must not 
complicate our relations with other 
countries. Some products for our 
troops abroad are provided by the 
countries in which they are sta- 
tioned. 

A War Department circular of 
last Oct. 7 pointed out that “ex- 
changes will purchase all items 
locally, whenever practicable. 
Items deemed essential for ex- 
changes overseas and required 
from the United States will be 
supplied by the Quartermaster 
General.” The Q. M. department 
operates a big warehouse system 
covering many countries. 


Many Advertise Heavily 


In 1943 more than 500 adver- 
tisers ran campaigns to promote 
their wares to PX officers and per- 
sonnel. Among the most consist- 
ent advertisers in this field are 
America’s Own Match Company 
(Diamond matches), Art Metal 
Works, Blatz Brewing Company, 
Brown & Williamson Tobacco Cor- 
poration, Canada Dry Ginger Ale, 
Inc., Chesebrough Mfg. Company, 
Curtiss Candy Company, Lever 
Brothers, Life Savers, Inc., Men- 


nen Company, New England Con- 
fectionery Company. Wm. Wrig- 
ley Jr. Company, for years active 
in the field, has stopped promo- 
tion there because of inability to 
supply demand. 

Magazines, such as Reader’s Di- 
gest and The Saturday Evening 
Post, continue to tackle the PX’s 
vigorously. Pocketbooks, Inc., 
does a big business there. Among 
the most active product groups 
are candy and gum, drugs and 
toiletries, games and toys, jewelry, 
gifts and novelties, leather goods 
and luggage, men’s furnishings, 
shoes, soft drinks, stationery, and 
tobacco and smokers’ accessories. 

The rise of the Wacs, and the 
fact that at least one million civil- 
ians—including the families of of- 
ficers and soldiers on the reserva- 
tions and civilian PX employes 
and their families—are now served 
by the exchanges, have introduced 
a feminine angle into this man’s 
business of warfare. 

As materials and production fa- 
cilities become available, the Army 
and Navy service stores may de- 
velop into an important proving 
ground for the products of tomor- 
row. 


From every corner of the country comes hearty response to 


the patriotic messages of advertisers large and small. Women 


read these appeals and enlist in the armed forces and in es- 


sential industries. Others read, donate their blood, and dig 


Ni deep to contribute millions to the Red Cross and invest bil- 


lions in War Bonds. Families go all out in cultivating gardens 


and in canning produce. Careless talk is reduced, and lives are 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


saved. Advertisers eagerly carry this work far beyond the Gov- 
ernment’s own efforts, and with priceless paper knit the whole 
wartime selling effort into one great drive. In peace as in war, 


paper and advertising perform invaluable service to America. 


MILLS AT HAMILTON, OHIO . . . CANTON, N. C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


‘Time’ Launches 
National Series 
on ‘Mindpower’ 


New York, April 25.—Under the 
headline, “A plea for straight 
hard thinking on the eve of great 
events,” Time launched a cam- 
paign in full-page and 1,000-line 
space in 36 newspapers from coast 
to coast this week on the theme, 
“Time for America’s Mindpower.” 

Object of the series, said How- 
ard Black, advertising director, is 
to stress how much “depends on 
what America does with its mind- 
power (as well as its manpower) 
during the crowded months ahead. 
. . Up to now in this war, adver- 
tisers have done a muscular, pa- 
triotic, intelligent job of urging 
us to save our fats and give eur 
blood and buy more bonds. And 
yet so far I do not believe that 
any American institution has tried, 
in paid advertising, to get us to 
use our heads.” 

Every third week Time will 
publish, through Young & Rubi- 
cam, a large advertisement on 
“some subject of pressing impor- 
tance to the hation.” The next 
week will appear a smaller adver- 
tisement, recommending lists of 
books and periodicals on that sub- 
ject. 

The first large insertion is de- 
voted to the question, “What shall 
we do with Europe after the war?” 
The next will be concerned with 
conversion of government-owned 
war plants when peace comes. 
Others already written or planned 
are on postwar taxes, postwar jobs, 
and possible annexation by the 
United States of foreign posses- 
sions. 


Fowler Named Ad Head 
of G. Barr & Co. 


Lawrence H. Fowler, formerly 
creative advertising manager and, 
staff assistant to the vice-presi- 
dent in charge 
of sales of But- 
ler Brothers, 
Chicago, has 
been named 
general adver- 
tising manager 
of G. Barr & 
Co., Chicago 
manufacturing 
chemist. He 
previously was 
with Sears, Roe- 
buck & Co. for 
12 years as 
sales manager of the mail order 
division and as manager of the 
company’s New York advertising 
office. 

G. Barr & Co. has opened a 
downtown Chicago office at 30 Ek. 
Adams St. and plans to open a 
New York office on May 1. Mr. 
Fowler and F. J. Trump, vice- 
president and formerly general 
advertising manager, will alter- 
nate between the two offices. 


Allis-Chalmers Issues 
Book for Service Men 


The Allis-Chalmers Mfg. Com- 
pany, Milwaukee, has published a 
booklet for its employes now in 
the armed services and for those 
to be inducted. 

The booklet explains the bene- 
fits provided by the company for 
employes in the services, explains 
the service men’s rights under the 
Soldiers’ and Sailors’ Civil Relief 
Act, and suggests things inductees 
should do before entering the 
service. The back cover of the 
book includes a pouch containing 
an application form for the com- 
pany’s military bonus and change 
of address cards. 


L. H. Fowler 


Reviews Feeding Plans 


Reviewing preparations by gov- 
ernment, business and science for 
postwar feeding of war-devastated 
countries, “First Report,” a 32- 
page booklet issued by Food 
Forum, Chicago, ascribes the rapid 
increase in the toll taken by dis- 
ease in those lands to protein de- 
ficiency, rather than to a general 
food shortage. It declares that 
milk and meat proteins, the most 
desirable, will not be available in 
sufficient quantities but can be ef- 
fectively supplemented by high 
quality vegetable proteins, such as 
soybeans and peanuts. 
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34 
Heads Four A’s Chapter 


Ray Randall, San _ Francisco 
manager of Buchanan & Co., has 
been elected president of the 
Northern California chapter of the 
American Association of Advertis- 
ing Agencies. Other officers named 
were: Clarence Hestorff, McCann- 
Erickson, vice-president; Richard 
Russell, Foote, Cone & Belding, 
secretary-treasurer; and W. H. 
Wilde, McCarty Company, and Al- 
vin Long, Long Advertising Serv- 
ice, members of the board. 


© © © the source of daily busi- 
ness news ... the preference 
of management men * * ° in 
the greatest industrial area 
—the central west. 


Chicago 
Sournal of 


Commerce 


Owens-Illinois Can 
Names S. K. Beetham 


S. K. Beetham, with the Owens- 
Illinois Glass Company, Toledo, 
O., since 1936, has been named ad- 
vertising man- 
ger of its sub- 
sidiary, the 
Owens - Illinois 
Can Company. 
He will continue 
to serve as ad- 
vertising man- 
ager of the Lib- 
bey Glass Divi- 
sion of the 
parent concern. 

Mr. Beetham 
represented 
Owens - Illinois 
as manager of display at the New 
York World’s Fair and at other 
large expositions and conventions. 


Go to Nine Columns 


The Press-Telegram and Sun, 
Long Beach, Cal., have increased 
the number of their classified ad- 
vertising columns from eight to 
nine to a page by reducing the col- 
umn widths from 12 ems to 
10% ems. 


S. K. Beetham 


N. Y. Life Account Moves 
to Compton Agency 


New York Life Insurance Com- 
pany will move its account from 
Cecil & Presbrey to Compton Ad- 
vertising, New York, on May l. 
Cecil & Presbrey and its prede- 
cessor, Frank Presbrey Company, 
have handled New York Life ad- 
vertising for many years. 

Expenditure for a 100th anni- 
versary campaign starting early 
next year has not been determined. 
Compton will engage in research 
before _ presenting advertising 
plans. Edward W. Battey Jr., 
vice-president, will handle the 
account at the agency. 


Seek Ad Clubs Merger 


All advertising clubs in Canada 
have been invited to unite as the 
League of Canadian Advertising 
and Sales Clubs. Application 
forms have been sent to club pres- 
idents, with the request that the 
matter of joining be discussed by 
the clubs at their current meet- 
ings. Cost of enrollment will be 
five cents per club member, ac- 
cording to Bacon Brodie, Southam 
Press Ltd., Toronto. 


REPRESENTATIVES: 


But it isn’t as simple as dialing. You must advertise in 
your market's natural media to get real sales results. 


In Small Town America that means GRIT, the only pub- 
lication reaching all the half-million families, compris- 
ing the Heart of Grit America. 


Grit America—more than 15,000 towns, each of less 
than 2,500 population, where more than 2,000,000 buy- 
ing families live. And one out of every five read GRIT 
regularly. They are the Heart of Grit America. 


And when they read your advertisement in GRIT, they'll 
buy—because GRIT readers believe in GRIT —have con- 
fidence in the products advertised in GRIT. 


The New GRIT is proving that it packs a pulling punch. 
Make it a “must” on your advertising schedules. 


YOU CAN DO A MORE COMPLETE SELLING JOB WITH GRIT 


GRIT PUBLISHING CO., 


Williamsport, Pa. 


Orbern, Scelare, Meeker & Company —New York and Detroit 
The John Budd Compeny — Chicago, Aflanta, Dalles, Les Angeles, San Francises onl 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 


Walker Asks Court 
to Deny ‘Esquire’ 


Injunction Plea 


Washington, D. C., April 27.— 
Postmaster General Frank C. Wal- 
ker’s effort to establish his right 
to determine which publications 
shall enjoy second class mailing 
privileges headed toward a show- 
down this week, when the gov- 
ernment asked dismissal of Es- 
quire’s petition in federal district 
court for an injunction which 
would nullify a Post Office De- 
partment order depriving it of 
special rate benefits. 

Insisting that his judgments on 
the qualification of publications 
seeking second class privileges are 
conclusive and not subject to re- 
view or control of the courts, Mr. 
Walker contended that his ruling 
in the Esquire case was “made in 
good faith and in the exercise of 
reasonable discretion” and that “it 
was based on evidence presented 
in the hearing.” 

The Esquire case had moved 
into court on Dec. 31, 1943, after 
Mr. Walker reversed the findings 
of his own hearings panel, and 
ordered the magazine’s second 
class privilege suspended. While 
the order was to be effective Feb. 
29, Esquire has continued to pay 
second class rates pending disposi- 
tion of the case in the courts, with 
a stipulation that it will pay fourth 
class rates retroactive to March 1, 
if the ruling is for the government. 


Sided with Minority 


Mr. Walker said the Postmaster 
General is charged with admin- 
istration of the postal laws, in- 
cluding the duty of classifying 
mail matter, and particularly of 
determining what publications are 
entitled to classification as second 
class matter. In the Esquire case, 
he had appointed a three-man 
panel to collect evidence and sub- 
mit a report. 
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Advertising Age, May i, 1944 


WINS CUP—Page | of the March 8 
Chicago Sun, and the F. Wayland Ayer 


Cup it won, are shown here. The Sun 

won the major award in the |4th annual 

exhibition of newspaper typography 

held in Philadelphia by N. W. Ayer & 
Son (AA, April 24). 


To justify his own action in re- 
versing the recommendation of the 
majority of the panel, Mr. Walker 
said that on examination of the 
report, he had sided with the mi- 
nority and had determined that 
Esquire “for a long time past had 
not been published for the dis- 
semination of information of a 
public character, nor had it been 
devoted to literature, the sciences, 
arts or any special industry.” 

Mr. Walker urged the court to 
refuse an injunction “in further- 
ance of the plaintiff’s improper 
ends,” asserting that through the 
period in question, Esquire ‘“‘to the 
detriment of the public welfare, 
and for purposes of its own com- 
mercial advantage, systematically 
included in its publication items 
of a salacious character, skirting 
as close to the edge of obscenity 
as it believed would avoid the loss 
of mailing privileges.” 
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%, of All American 
| Reached by Magazine Comics! 


944 — 


Ty | First National Survey of Who 

% Really Reads Comi 

‘ ally Reads Comics Shows 
Cally ; Ww 

aphy 

, 72% Cove f Famili 
- 0 rage of Families 

e 

alker 4 : 

the Members of three out of every four Ameri- 
‘tha can families read comics magazines, includ- 
di WH AT DO PARENTS ing almost 95% of all boys and girls up to 
oes the age of 18, reveals the first nation-wide 
nces, THINK OF COMICS? study of the magazine comics audience — 
rt 0 . made by Market Research Co. of America 
nooal for Fawcett Publications. 
n the 
0 the Did you know that a majority of adults 
lfa ? * 

com- Marvel Club a Marvel think that magazine comics are not only Universal Appeal 
stones ' ; ; good clean fun but downright educa- The appeal of these comics seems to be universal, 
er SNERER SunNve, She See a5 Seen tional? THEY DO! 82% of adults think with more than 95% of boys and girls from 6 to 
—~ Marvel’s Adventures and head of the Captain that comics magazines are good clean fun 12 years of age reading them and over 90% in 


Marvel Club. Captain Marvel’s Adventures is the 
world’s largest monthly magazine comic with a 
circulation of 1,335,000 per month (publisher’s 
estimate for first 6 months 1944) and the Captain 
Marvel Club—well, that’s an organization of more 
than 350,000 ardent Marvel fans who comprise 
the most active, enthusiastic lobby and ally that 
any advertiser ever wanted to lay his eyes on. 
More about the marvelous Marvel Club at a future 
date. 


Fawcett Comics Group 
Hits New Peak 


The 8 comics of the Fawcett Comics Group have 
been growing, growing and growing! The latest 
circulation is an all-time high of 4,600,000. The 
guarantee was 3,000,000. Effective with January 
1945 issue the guarantee wil become 3,500,000. 
It had gotten so our bonus was so big it was in- 
credible. A million is a big enough bonus anyway, 
isn’t it? 


HOW MUCH DO KIDS 
AFFECT BUYING ? 


When an advertiser sells a moppet on his 
product does it translate itself to sales, 
and how much? Faweett’s nation-wide 
study of the comics audience gives the 
answer with an explosive affirmative from 
both the children and the parents. When 
asked if they bought advertised products 
at the request of their progeny, 38% of 


for everybody. 72% of these adults think 
they teach a good moral lesson. 


But there’s more to it than that. Actually 
61% of them think that magazine comics 
are educational! 


FAWCETT PUBLICATIONS, INC. 


1501 Broadway, New York 18, N. Y.—360 North 
Michigan Avenue, Chicago 1, Ill.—Los Angeles 14, 
Pacific Mutual Bldg., Edward S. Townsend Co. 
—San Francisco 4, Russ Bldg., Edward S. Town- 
send Co. 


the age group from 12 to 18. Both groups read 
an average of 12 comics magazines a month— 
probably the heaviest kind of readership of any 
medium! 


Adults, too! 


Comics present a tremendous grown-up audience 
as well! Half of all men and women between the 
ages of 18 and 30 are magazine comics readers— 
plus more than 25% of adults over 30! And these 
grown-ups read an average of 7 comics magazines 
a month. 


This nation-wide study provides for the first time 
the answer to “Who reads the comics maga- 
zines?” That answer is—almost everybody, and 
how! 


- Sime 


Canny McAn 


Pn 


rfl4 hae 


This window display was placed in 554 Thom McAn stores in leading cities in 39 states. It was timed 
with the appearance of a Thom McAn couponed test page in Fawcett Magazine Comics. Results were, 
to coin a phrase, uncanny. In less than a month, over 10,000 coupons poured in even from places not 
covered by Thom McAn stores. Just one example of the terrific merchandising power of Magazine 
Comics. 


the parents said yes. Which proves that 
youngsters constitute a most potent lever 
on family purchasing. 
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Nelson Resists Move to 
Cut Civilian Production 


Washington, D. C., April 27.— 
The important role that WPB 
Chairman Donald M. Nelson plays 
in maintaining an orderly wartime 
economy was highlighted this 
week by his resolute resistance to 
the move to cut off all civilian 
production, which was apparently 
part of someone’s plan to subject 
the nation to a Spartan economy 
as a backdrop to the invasion of 
Europe. 

The conspirators had used Mr. 
Nelson’s absence from Washington 
recently to issue a “Staff Order” 
which banned production of civil- 
ian goods in 183 areas containing 


. 60% of the nation’s industrial po- 


tential, but the WPB chief re- 
scinded the directive as soon as he 
returned to his desk. 

This was a completely under- 
standable action on his part, for Mr. 
Nelson has fought relentlessly for 
what he terms “a balanced econ- 
omy”—an economy that produces 
the maximum amount of civilian 
essentials consistent with military 
demands. 

Mr. Nelson has made clear from 
the beginning that it is impossible 
for the nation to go through this 
war without limited production of 
necessary items. This production 
has been scheduled in an orderly 
manner, and under the same con- 
ditions that war goods are han- 
dled. 

Without this orderly production 
of essential civilian items and re- 
pair parts, Mr. Nelson points out, 
war production would have suf- 
fered. Power plants and the trans- 
portation system would be unable 
to operate; millions of homes 
would be disorganized from fail- 
ure of plumbing and heating sys- 
tems. 

In repealing the infamous staff 
order which had been slipped over 
in his absence, Mr. Nelson was not 
necessarily opening the flood gates 
for civilian production, to the 
detriment of the war effort. 

But he was saying a thunder- 
ous “No,” to the military mind, 
which thinks in terms of general 
orders, and which resists the very 
thought of administrative initia- 
tive of the sort that has enabled 
WPB to build equipment for the 
Army and Navy, and have enough 
left over to maintain a decent 
living standard on the home 
front. 


‘Send a 
V-MAIL today 


Home front news is 
vital on the fighting 
front. Write a fight- 
ing man today. 


notel Mayfair 


SAINT LOUIS 
Air-conditioned Noiseproofed 


By STANLEY E. COHEN, Washington Editor 


What such an order means was 
illustrated by its effect on the 
electric iron program. This care- 
fully prepared plan for 2,000,000 
irons required only 500 unskilled 
women workers, OWI reported 
recently. Yet the: ban on civilian 
production would have deprived 
the nation of 1,800,000 of these 
badly needed irons. 

Incidentally, the Department of 
Labor reports that cut-backs in 
munitions industries, and _ the 
failure to institute reconversion, 
resulted in a drop of 200,000 in the 
number of factory workers in 
March, compared with the previ- 
ous month. eS 


Fight: Assistant Attorney Gen- 
eral Wendell Berge, current trust 
buster of the Justice Department, 
is expected to provide some light 
on his department’s attitude to- 


ward the formation of export 
trade associations in a forthcom- 
ing speech. 

These associations, which are 
advocated as a means of enabling 
American business men to compete 
with foreign government monop- 
olies, are specifically exempt from 
anti-trust laws by the Webb Act, 
but the Commerce and Industry 
Association of New York asserts 
that the Department of Justice is 
claiming powers which threaten 
operation of the scheme. 

While Mr. Berge has yet to ex- 
press himself, it is believed that 
he will warn that many of these 
so-called “export trade associa- 
tions” actually result in private 
agreements dividing the domestic 
market, and therefore, in viola- 
tion of the anti-trust laws. He 
will probably insist that export 
trade associations confine them- 
selves to exporting. Before the 
matter dies, it won’t be surpris- 
ing if the Department of Com- 
merce, which encourages forma- 
tion of such groups, has something 
to say, too. 

ok aK % 

Lily White: WPB officials have 
been warned to make “no predic- 
tions, public or private, written 


or oral” on forthcoming changes 
in restriction orders. They also 
have been advised that the mar- 
keting of new civilian goods must 
not be delayed to permit disposal 
of wartime inventories. 

* Bo * 


Anniversary: The Quartermas- 
ter Market Center System, which 
buys perishable foods for all 
branches of the armed forces, is 
now three years old. Formed to 
guard against demoralization and 
dislocation of civilian markets, it 
also prevents representatives of 
the various services from bidding 
against each other. Purchases 
were $45,683,000 in the first year 
of operation. 

Experiment: Canada will pro- 
vide 30-pound newsprint for any 
publishers who wish to try it dur- 
ing May and June. 

a * * 


Suspense: OWI officials nerv- 
ously await the report of the 
House appropriations committee 
on their budget for 1945. Encour- 
aged by what appeared to be a 
friendly reception at recent hear- 
ings, they hope that the full 
budget, which is regarded as a 
rock-bottom estimate, will be 


recommended. The budget was 


Advertising Age, May 1, i944 


explained by George Healey, gj. 
rector of the domestic branch 
from _a series of charts preparej 
by Compton Advertising, New 
York. 
_ Campaigns: Solid Fuels Admin. 
istration is planning the greates 
fuel conservation program ever 
attempted. It will be designed tp 
make the nation’s depleted coaj 
supply stretch, and will involye 
ambitious local and national as. 
pects. First steps will be takep 
this month... . Hard-hitting 
newspaper and magazine ads sup. 
porting ceiling prices which OW 
has scheduled for the fourth quar. 
ter of this year, will stress the 
idea of playing fair with the sol. 
dier’s dependents by keeping prices 
down. 
bs %* oe 


Postwar: There are grim days 
ahead for the housefly, if DDT, a 
new insecticide announced by the 
Department of Agriculture jg 
marketed after the war. Describeg 
“as deadly to flies as the bazooka 
is to tanks,” the spray, still secret, 
is said to leave an invisible deposit 
on walls which is toxic to flies 159 


days later. 
* Bd ok 


Cancelled: ODT releases a list 
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Pocket BLINKER  (2o = A oa a 
Pressdownwiththumb “ere 
and expose open blink- edad an a a, a 
er. Time of exposure rt a ~ aes 
makes dot or dash. ; Oa 
Standard code letters ,.° ~~ Fa 
on back. Makes learn- ie ‘lia ‘2+ + 
ing a joy mstead of a ye. 
yl job! Each... We 7. “~F 
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kind . . . but 


First there 
Visual signals 
blinkers were 


spring inside. 
show, simulat 


Royal Navy a 


- SEMAPHORE Learning 
—, TRapeEn = ; receiving, the 
“= -~ £- Revolving disk with slots ae a ' 8» 
po “~~ _ shows position of flags Ppl sass woe 
on for each letter—sending a 
i £ position on one side, 7 ee 
me" “a yr rp f- _ problem, and 
receiving on the other. we an oD a a 
Pocket size. Short cut to ‘fae - we ~~ ~~ (~~ 
2 Semaphore. Each . 10c * = wir ET a f- poy jp 
; a = , pe 
oS di ee a Pig a ~~ ad P 


It takes more to make a sailor than a sailor 
suit . . . and what it takes has made a lot of 
Navy paper work for us! Not the red tape 


paper work to replace missing 


means and materials needed to make sailors 
smart and seaworthy! 


was the Pocket Blinker Trainer. 
are hard to learn, and few lamp 
available for instruction. So we 


made a matchbook size device, with a plastic 


Press down, and white bars 
ing open shutters on a blinker. 


Can be used anywhere to learn the timing for 
dots and dashes. . 


. Very successful! The 
lso honored us with an order. 

semaphore is difficult, too. In 
left of the man sending is on 


your right, and all position symbols are 
reversed. We were consulted on this training 


worked out a disk that turns, 


EINSON- 


STARR & BORDEN AVENUES 


LONC 


36 as, 
et; — — | | can 
eek E gl PROSE A oO ORE 3 ee ee canc 
es } “Soe hes. Week oo elim 
ee : = Le : — clud 
a i = te Pee Wc Re ee : ey == 
oo =z ve ie 4 Ove /f 0. 2..fi- = Cor 
=. ne ys oe & eure ss : Me fe - ‘ =a Kiw 
jis . eA et rn Busi 
gi ES BE PONS ee t Bey & = tion: 
ag a Clot 
rs da ™ 
t7 ers % 
a | dust 
‘ ury 
Ree 33 of th 
me pay, 
‘ Fite Bi 
a the 
eae Mar: 
eae eee 
ee Stud 
Wee tione 
ae an the 
ee stud, 
a 2 artic 
= tube 
} . vacu 
. = sewi 
” ae 50 it 
a pe Al 
Ow! 
| eC | Pe e—“(tisSstsSSC 
i a ag —————— ey 
oe | eT er” stile ain i gi te ie a LB a a te i) rg oa 
4 ae tie oe ee Pe ene, ae a ee of in ee te tee oo — wy my, *. 
“a ea i alles oan a a 2 a > ad Om ewe et PP ag dine a p* a i 
7 sada : w= ~< - — rae a al on ee Ss pF ws yo Pe ag - er we ee AN me ej y 4 Ae 
NG) ate “ how and a - a a ,saeee ee - 4 ~ diffs Eas 
ae tp ee to apply com ge alee a aan a te ne help you remember . . es ad Wap; Uy ti“ — 
er ae PASS errgyg ie handy phrase 1 ee: Ee 
| ws ge a mportant errors ee 6 eSe Compass. wt a a se cant 5 ene aan tn nme % 6 « & = 
_— A imei he cts sae vohitihe tieierticnte Bader gs Ps coon ee The honey err se . A hy 
ae an a we a can a en pile TOTS ied... enn teed po 1 { A ty t24 
ion aur gee 5 OO eae ae, i, ee = nee’ SPR iets ss Sepistion ; Ligh 
: | ames ‘atin, wm fee : ae al ee ' 5 ima f oe a Aa , 
: | eh FT ee ae vc, nen - ae a om Bue 
: Lae MOI tes ey i meth ang , TRUE Co By 2 peeeter SEE , I 
. Me omnes SY Nth rary Oe oe = gt eM ret” pe eS a } —_ ! LFR, — a 
—" | <A =F on RR aaa Le ee 
a > \ i 72 Or exampe: de ae tae 20 a si omen i © 
; z | iid — ; se e: Serre tee hag * . 2, ee i 4o ne, % . ee il neg OE Conpon Cove pry eet into tree Come | wae = e , ait / 
ia: ~ AS Sie ea SS! ie! eee — J oe 
ee aL + Commas co wed 8 Visine ee ) %, ® » ee torn ort — ; ; rr - 
ee at; coer kh Ge 74 le oy Nene estar oe Mid. G i,“ ie spe ee ee em es te yw a 
Bot ea -_ Sees, ten, £ 5 . un ® ere on ie e = Sud 7 
gees at, “- ay 8 P-P i %,"> r oe At” oe 
Je C4 sy ] MH © 0 tay : 7 z in Age  £eT y ~ 
7 =< TZ 2% me we : : - ~~ 
— PKA MONI coms ~ » Je % 
5. ae et zy Veriton 29 Wea me t¢ g TA ‘xin 
* = a ee ~E ec on tas iy 
=—&s LEB IP ny ee 2 OURS ae 
en. es ate % Fao ; ; 4 44 pr 
‘ae. Pw aan . 3 i mm eee : 2 Va 
i baad Ni a ~—" tte fee Yee sigs canis Weng O90" he Dense, : A % Se 4 “gl 
eS oe aw i * Ar a — 
i au a 4 On COP ANS COME, fon 4, wwe %, %», iia ag 
Mi os Oe te Oates tgs gy — 
ek —_ ., ee 00 was saleel a eg, 291 9 tae 
Pees. Ps a TE Yor CONE am 4 0 hen © Oe ~ 
Vie ee - a— — ‘ 5 ‘ing te er si a. or ‘ 
eo ye a come ’ pied eae ; a 
wee ee oe Te, wt gine oe oe eee 
{ f~ 2 nd ht 7 2. 100s erty fo 
7 ' —, — a — — __ r — 
i iat A tip So ae a MP y ge - s er" 
Ae a ead - ~~ -~ 
1 3 ee ~~ dubs ~~" — Pa v £ 
a wan. — A= pt ee ae ~ > 
‘ _— ~~ ¢ Sa ee ae £ 7 al 
Ae ek Bi a A ja af «4 a 2 fr" 7 
ee _ Ame St so —a of ee r Aaa Pal 
‘gaa “—> ~~ “— —_ » —_ a Ys a . 7 “”” 
eames aS ~ Ce —_ a 
a i oe al we, - a ntl anf - 
eee . om pas or a wes a anil —_— » 7 
ie a AP” . fa At > ~~ ps <a yy 
ee ial ve. a Pe ee a “~ 
re ©) _ we te Cah en e,., —_—_ 
Ae ~~ “—— ide a , 
aoe kg ee —— yw Aw agg Pe ; : en i —_ 7 vo 
. ee _ Vaan we “~r SI 
, moe aac - ae) 
= fall ee  —— a " “ae = 4 
So —— - MS A 
ote «= ; a c/, 
fa an : KK =, AS 
a ~ ~~ ~ oa 
a | OO ie t 
ae 4 ya U A a 
=. = a ——" 
oe. OP” nh 
os ~ - ie 
S : e , aot a” in A sh 
me a a i al Ow 
ee IP a a 
ia vA \ —_ -_ / _—_ . - ° 4 Jw F™ yo one 
a Keg ie woul GE 9 PGK ITT Rak 
; ¢ Sf” | > bee fe re /”” Z I gE ae pm fmm hom mM, 
; = wa OEE sey gt r < Pr ag a o- ea A deck 
| Sa \\) ae IN Ad Ll 
* QQ), ff” AL JAG LEY AXE PX = SSC 
: SN \\ \ HY / ; Y Yj Ta ~~ } te V/s 4 Pr 1 7 H jm «= 
i \ SS BES YY Yj YY j po > \\\ eel , bu - 0 © rn : 1 
GJ YY ~~ eZee fi - Sm ae LF men 
IS Sk f#. / 7 Vy a» yall Ae Poca , Z Zhi a4 2D rs ae y , — a 
ee -e y fr #7 ~\  @ Vigoss 4 — y ag Z F 0 cl 
SA, GY ~ Ate fe -_~— @ a theo am 
SS = I. fo on <<, MO i Ltt S 2 ‘— iz a. Y we 
ae ‘ =| ~ . 4 , a“ ; Mk Tae ——— ~ a y, ie ’ 
gut = Cae Lae ee” Le a eee ae fold 
— NaN 2 wg ‘ Lead ~~ he # A s 
: . ry; : Z ill ~ _+-_ = @aa nit it Te ee 
. be. | a Z_ Er" _ = po oo GG to ' . i 
t Bois —~ \ S. J —_— Tile = a ; = r os + - c 
ioe: - — Z, - as A _ : J Re ; es ours 
q LE - LA $ co 
El a mr 
" ™ : ‘ ~ 
- a4 - ~ ~ a —  . © 
ee fw pm? fpr ‘fea Sm sext 
eee ° -_— os +e ca oa oo) # a 
| Po Tin 
7 Eins 
mz 
a eee 
‘S = p 
a r } : ee, Me pe a Ley + eg 5 A . . : an 


tape 
issing 
ailors 


1iner. 
lamp 
so we 
lastic 
bars 
inker. 
ng for 
| The 
der. 
0. In 
is on 
Is are 
aining 
turns, 


ZNUES 


ey a 


of conventions which have been 
cancelled in the campaign to 
eliminate non-essential travel. In- 
cluded are: U. S. Chamber of 
Commerce, National Metal Trades, 
Kiwanis, Rotary, American Asso- 
ciation for Health, National Small 
Business Men’s Association, Na- 
tional Association of Retail 
Clothiers and Furnishers. 

Tops: Farm equipment work- 
ers are the leaders in 32 major in- 
dustries cooperating in the Treas- 
ury payroll savings plan; 90.4% 
of them are saving 11.1% of their 
pay, the Treasury says. 
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Bargain: The Navy has to pay 
the Army $4.97 for every Navy, 
Marine or Coast Guard recruit 
processed by an induction center. 
Study: WPB survey crews ques- 
tioned 5,000 families last week in 
the third consumer requirements 
study, of shortages of household 
articles and appliances. Radio 
tubes, extension cords, scissors, 
yacuum cleaners, refrigerators and 
sewing machines were among the 
50 items on their lists. 

* * & 


Applications: An appeal of 
OWI’s advisory groups, including 


the War Advertising Council and 
the ANA, drew 2,221 applications 
for 450 OWI overseas jobs. Help: 
The Army eased the egg surplus 
by purchasing 200,000 cases for 
storage purposes during April. In 
addition to relieving the market at 
this time, this move will yield 
a further benefit in July and Aug- 
ust, when egg production is at a 
lower level, since soldiers will 
consume storage stocks. 
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Bureaucrats: 72% of 2,797,000 
federal workers in the continental 
United States in October, 1943, 
were in what the Civil Service 
Commission called “war agencies.” 
Over a fourth of them were in 
New York, California and Penn- 
sylvania. Another one-fifth were 
in Texas, Massachusetts, Illinois, 
Ohio and Virginia. The ratio of 
federal employes to population in- 
creased between June, 1941, and 
October, 1943, in every state. The 
actual increase in employes during 
the period was 1,528,000, of which, 
it was said, 98% were in war 
agencies. Of the 2,797,000, only 
265,600 were in the District of 
Columbia metropolitan area. 


Axton-Fisher 
Shortens Spuds 


Louisville, Ky., April 26.— The 
imperial size mentholated Spud 
cigaret produced by the Axton- 
Fisher Tobacco Company since 
September, 1940, is being reduced 
to standard size—but no an- 
nouncement of the change is being 
made in its advertising. 

The change is attributed to the 
tobacco shortage and_ requests 
from the trade. The company esti- 
mates the new size will require 
one-fifth less tobacco and one-fifth 
less menthol, the latter a costly 
product which is hard to obtain in 
wartime. The cigaret will be 
made with both cork and plain 
tips, as before. 

The move is a continuation of 
the company’s shift toward stand- 
ard size cigarets, first revealed last 
month (AA, March 2) when it in- 
troduced its revamped All Ameri- 
can cigaret. Reduced from king 
size to standard size and from 24 
in a pack to 20, All American is 
being promoted in national week- 
lies. The company, after an ex- 
periment on the West Coast with 


imperial Twenty Grands, has de- 
cided to keep that cigaret at the 
standard size. 


Raleigh Tests 
Cartoon Ads 


Louisville, Ky., April 25.—As 
studies reveal the high readership 
of ads which employ various 
breezy cartoon techniques, more 
and more advertisers are adopting 
this type of promotion, the latest 
being Brown & Williamson To- 
bacco Corporation, which recently 
started an experimental series of 
cartoon ads for Raleigh tipped 
cigarets. 

The company is testing its new- 
est approach in four selected cities 
in widely scattered parts of the 
country, running 150-line news- 
naper insertions of high frequency, 
with no duplication of the semi- 
humorous cartoons. 

One of the first ads shows a 
courtroom scene, a woman in the 
witness chair, the bespectacled 
judge gazing intently at the usual 
leg show, while the attorney for 
the defense says: “We certainly 
cannot doubt the veracity of a 


deck, or physical culture. 


There was another problem in teaching 
men how to get chummy with a compass in a 
classroom. With the basic ideas from the Navy, 
we worked out a handy Compass Trainer 
folder; revolving cardboard disks simulating 


compass faces that can be used 


Courses, bearings and target angles, work out 


common problems. 
Our next order was unusual . 


Einson-Freeman sold displays with ideas for years. Now that we've had this extra- 
curricular experience in combining ideas and cardboard—oh boy! After this war is over, 
Einson-Freeman will make displays that make history as weil as customers! 


FREEMAN C0O0., isc, LAND & SEA LITHOGRAPHERS 


..a training 
sextant for teaching navigation, a precision 


PAPER WORK .. « 


showing the position signal for each letter— 
one side sending, the other receiving. Now 
Semaphore can be learned without flags, a 


to compute 


LONG ISLAND CITY, NEW YORK 


instrument constructed of cardboard, accurate 
within 15 minutes either way, usable for both 
ship and plane navigation. Intended only for 
shore practice, so many found their way to 
sea that the second order specified water- 
proofed material. A comprehensive book of 
instructions goes with the sextant. 

The Navy has suggested that we make 
these training devices available to civilians, so 
men subject to call can get some instruction. 
The devices will be found shortly in one or 
more stores in principal cities, 

We'll send a Pocket Blinker gratis, but to 
protect retailers stocking these devices, we can 
fill requests or orders only at standard prices. 
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TRAINING SEXTANT 
A true precision instrument, ac. ™ 
curate within 15 minutes either 
way. Made of heavy compressed 
fibre board, braced to prevent = 
warping; tubular sight, mirrors 
firmly set. Two plastic sun shields - 
that swing out of the way when — 


vernier scale. Removable bubble 
navigation. With complete in- ° 


struction book, with charts and 
diagrams. Each 


not needed. Accurate standard “= 


supplies artificial horizon for air — 


Y 
Y 

y Wy) 
»X X 


iX 


‘ 


x 
NN 


X 
\ 


y \, 


y 
> 


WE CERTAINLY 
CANNOT DOUBT THE 
VERACITY OF A 
LADY WHO SMOKES 
RALEIGH TIPPED 
CIGARETTES 


THE POPULARITY of Raleigh 
tipped cigarettes is soaring. The 
teason: Raleigh, made from * 
choice pre-war tobaccos, is the 
only leading cigarette that gives 
you a tip. 


JUSTICE—This is one of the first in a 
new series of high-frequency cartoon 
ads recently released by Brown & Wil- 


liamson Tobacco Corp. for Raleigh 
tipped cigarets. 


lady who smokes Raleigh tipped 
cigarets.” 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Glenmore Buys T&W 


Glenmore Distilleries Company, 
Louisville, Ky., has purchased the 
Taylor & Williams Distilleries, 
Inc., Louisville, for between $5,- 
000,000 and $6,000,000. The trans- 
action is unusual in that it joins 
two sizable independent distil- 
leries. J. A. Engelhard is acting 
as president of Glenmore Distil- 
leries in the absence of Lt. Col. 
Frank B. Thompson, president, 
who is on duty in the South 
Pacific. 


Appoints Howard Monk 


Robert A. Johnston Company, 
Milwaukee, has named Howard H. 
Monk & Associates, Rockford, II1., 
to handle the advertising of its 
candy and confectionery division 
and its chocolate and cocoa divi- 
sion. Earl H. Kruse is account ex- 
ecutive. 
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A TALE OF 
FIVE CITIES 


49 Not in New York. 


49 Not in Chicago. 


§ Not in Philadel- 
phia. 


4 Not in Los Angeles. 


§ Only in Boston has 
one newspaper been 
consistently in first 
place in Retail, Gene- 
ral, and Total Dis- 
play advertising in its 
own bailiwick for an 
unbroken period of 
ten years. 


e Among First 5 « 
First 5 Cities 


HERALD-TRAVELER 
Boston, Massachusetts 


George A. McDevitt Co.. 
National Representatives 
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The Chairman recognizes Bob White, who’s a 
comer in local affairs. Heads crane to see what 
he will say. The question has been discussed for 
weeks—neighbor with neighbor over the back 
fence, friend with friend at casual meetings. As 
Bob warms into his speech, he bases his main 
argument on facts disclosed in a recent PATH- 


FINDER. 


The people in America’s small cities and 


towns are intensely interested in current events. 


They know values and make their choices with _ 


decision. They think of PATHFINDER as a lot 
more than a listening post and little less than 
a bible—look to it for outstanding news re- 
porting and analyses worthy of consideration 


and judgment. 


The new PATHFINDER continues to be published 
expressly for that one great group. It is modern- 
ized—editorially keen—and splendidly printed. 
Many leading national advertisers have recog- 
nized its value as the one periodical read in 
the Main Street areas where over half of our 


retail stores are located. 


paTHFINDER 


News Weekly from the Nation's Capital 


PATHFINDER BLDG. 
WASHINGTON, D. C. 


GRAHAM PATTERSON, Publisher 


ee | 
Mr. CHAIRMAN ! 
- Mr. CHAIRMAN! 


The loyal following PATHFINDER has enjoyed as America’s 
oldest news weekly is on a firmer footing today than 

ever. You will find it a profitable advertising investment 

in the richest potential, but least satisfactorily covered 


market in the.country. 


ADVERTISING OFFICES: 


Philadelphia, 230 West Washington Square * Washington, D. C., Pathfinder 
Bidg., 2414 Douglas St. * New York, Room 2013, Graybar Bldg. « Chicago 
Room 2101, 180 N. Michigan Ave. « Detroit, Room 5-267, General Motors Building 
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DEAR JOE. . . . BUSINESS GH 


ements no 


JART OF THE WEEK . . . . THE PAY-OFF . . . . OTHER FEATURES. . . ‘J 


Dear Joe : 


thfin der 
hicag® 
Building 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

You have been very much in my 
thoughts, Joe, ever since you went to 
wherever that mysterious APO number 
indicates you are. 

One thing I do know, Joe, is that you 
are taking a subconscious course in adver- 
tising affording you 
a more valuable 
basic training than 
you could ever get 
elsewhere. It will 
make you more use- 
ful, more valuable 
and more welcome 
back to work on 
your return than if 
you had put in the 
same amount of time 
in a college course 
in advertising. 

In such a college 
course you would gain much, to be sure; 
more or less detached studying, listening 
to pundits, making notes for reference, 
but all the while somebody else would 
be doing the fundamental thinking of 
what it was all about and why it was 
just that way. 

Now you are living the life of adver- 
tising; not in its superficies but in the 
fundamentals; not in its practice but in 
the understanding on which practices pro- 
ceed to successful service. 

You are realizing more comprehensively 
what people are, in human relations. That 
is of first importance in advertising prac- 
tice. It is the beginning and the end, as 
they are the things you will deal with 
in the practice of advertising when you 
are back in the work you have chosen 


J. O'Shaughnessy 


for your career. Knowledge of people 
which is in the soul of advertising, you 
can gather only in your own experiences. 
You are now living a phase of life that 
peace days could not have opened to you. 

You are broadening and solidifying the 
base on which to build your future in the 
refining and constructive art of advertis- 
ing. You are being reshaped in your con- 
sciousness of responsibility, of order, of 
sequence, of precision, of interdependence 
and above all, of that determining thing 
called time. You are getting these things 
now and getting them right because they 
have to be right in winning a war. You 
will fuse these guide lines into your men- 
tality and make them habitual in your 
thinking. 

But getting back to people, Joe; they 
will mean so much to you then.” They are 
such queer things and hard to know, but 
they are worth knowing. They are the 
market units. They do all the buying. 
But they are utterly independent and buy 
only what they want to buy. They may 
be hard to please, as they are whimsical, 
capricious, forgetful, but they have all 
the money and are entitled to the privi- 
lege of not buying anything until they 
want to buy it. 

When you are back at work again you 
will have ever so much more understand- 
ing of people and why they are that way 
when it comes to buying. You may then 
look back with gratitude for this self- 
improving adventure which is now truing 
you into the makings of a better adver- 
tising man. 

JAMES O’SHAUGHNESSY, 
Counselor in Advertising and 
Marketing, New York. 


Ihe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 

Who—men or women, farmers or city 
people—write in response to radio offers? 
What makes them write? Will they re- 
spond best to offers of free samples, spe- 
cial-priced samples, or regular package 
samples? How do offers of booklets, cat- 
alogs or premiums rank in pulling re- 
plies? How long should the offer run? 
These are some of the questions answered 
in an interesting booklet published re- 
cently by KMA, well known “mail sta- 
tion” at Shenandoah, Ia. The booklet 
doesn’t pretend to have all the answers 
but it certainly gives a lot of information 
that I haven’t seen in as handy a form 
before. 

While only 68% of the station accounts 
soliciting mail were primarily feminine 
in appeal, 88.49% of the total inquiry 
writers were women and 11.51% were 
men. On offers appealing to both men 
and women and at broadcast times con- 
venient to both, 37% .of those respond- 
ing were men and 63% were women. 
Mail order advertisers—both publication 
and direct mail—will check with this ex- 
perience for they have found too that 
women are more likely than men to take 
time and effort to send an answer. 

The analysis showed that in proportion 
to population, farm and small town listen- 
ers were 49.5% more responsive than 
those in medium-size cities and 108.5% 
more responsive than those in large cities. 
Listeners in medium-size cities were 
39.4% more responsive than those in large 
cities. This finding also agrees fairly 
well with the experience of direct mail 


advertisers trying to get an inquiry or 
order by use of the mails. 

Inquiries accounted for 25.2% of the 
mail surveyed although only 21.4% of 
the advertisers soliciting mail used an ap- 
peal for inquiry replies. Offers of booklets 
were 7.4 times more effective in getting 
inquiries than were appeals of “write for 
more information today.” On the other 
hand, listeners were 2.9 times more re- 
sponsive to catalog offers than to booklet 
offers. Again this agrees generally with 
the finding of both the direct mail adver- 
tiser and the publication mail order ad- 
vertiser—that the more complete and 
specific the information you offer, the 
more inquiries will come. 

One very interesting finding was that 
it was as easy to sell samples of products 
as to give them away and that offers of 
regular package samples (at the regular 
price) brought 1.4% better response than 
offers of special priced samples. 

About 50% of the offers reached their 
reply peak in about the middle of the 
periods in which they were featured. But 
the others had a different experience— 
some finding their peak early and others 
late. Obviously this peak would vary 
sharply with the length of time of the 
offer, the nature of the product, and the 
method of presentation. 

Radio as an advertising medium may 
be “very different” from publications or 
direct mail but its listeners act much the 
same as the readers of publication or di- 
rect mail advertising. Any experienced 
mail order man could have predicted most 
of these findings of KMA from his own 
experience with other media. 


lhe Creative Uan3 Corner 


If all of the advertisements in which it 
has been the purpose to sell the American 
system of free enterprise were laid end 
to end, they undoubtedly would present 
the longest series of dull generalities in 
advertising history. 

Here and there one may note an excep- 
tion. The General Mills illustrated an- 
nual statement is one. The McGraw-Hill 
series is another. But far and away the 
best of all this advertising, in the opinion 
of this Corner, is the campaign of the 
Union Oil Company of California, now in 
its second year. 

To begin with, this is neither a series 
of general economic lectures, nor one of 
emotional traps. Its purpose is frankly 


to sell the Union Oil Company in the 


ONION GIL COMPANY 


pmo See Te Poemton | me > Compe (me 
CS ene Lae Angin aterm, 


present American scheme of things. And 
it does this without once mentioning 


either the freedom for which our fore- 


fathers fought, or the kind of country to 
which today’s fighting men will, in some 
rosy future, return. Union Oil does it 
with its own arithmetic. 

The most recent advertisement is a 
perfect example. It is straight to the 
point and crystal-clear: 

l Last year Union Oil Company 

* made a net profit of $7,269,199. 

At first glance, that looks like a lot 

of money. But what many of us 

overlook is that in Union’s case— 
as in the case of most corporations 


—that money was divided among a 
lot of people. 


2 Union Oil is owned by 31,375 

* stockholders. Divided among that 
many owners, the net profits 
amounted to just $231.69 apiece. 
Even that sum wasn’t all paid out 
in dividends. $2,602,929 of the net 
profits were plowed back into the 
business. 


3 So dividends paid out averaged 
* just $148.73 per stockholder— 
$12.39 per month. In contrast to 
this, wages and salaries averaged 
$252.00 per employee per month. 
Even government got more out of 
the company than the owners. 
$4,666,270 were paid out in divi- 
dends, $6,354,200 in taxes. 


4 This is not pointed out as a 

*“ complaint, but rather to show 
you that while Union Oil Company 
today consists of about 145 million 
dollars’ worth of buildings, oil wells, 
refineries, ships, etc., it is owned by 
ordinary Americans like you and 
your neighbor next door. 


5 77% of the owners live in the 

* West—389 in Seattle, 16 in Med- 
ford, Oregon, 3,570 in San Fran- 
cisco, etc. 2,716 are Union em- 
ployees. The average stockholder 
owns 149 shares. Some hold fewer, 
some more, but the largest owns 
less than 14%% of the total shares 
outstanding. 


6 So it is not the investments of 

“a few millionaires, but the com- 
bined savings of thousands of aver- 
age citizens, that make Union Oil— 
and most American corporations— 
possible. And without some such 
method of financing heavy equip- 
ment, American mass production, 
with free competition, could never 
have been achieved. 


That is all. 

And that, we think, would be quite 
enough if some scores of other advertisers, 
who now are attempting to carry all 
America’s future on their shoulders, sim- 
ply would stick to their own arithmetical 
stories. Out of these we think there might 
be put together in millions of minds an 
understanding of business that is real and 
personal. 

The thing is, the advertisements too 
have to be real and personal—just as all 
important advertising has always had to 
be. 


business Chart of the Week 
Age of Autos and Brand Loyalty of Present Owners 


What is the model 
yeor of your pre. 
sent car? 


1943 |/% 

1942 Hz 

194 277, 
1940 ME /7% 
1939 FN /2% 
1938 7% 

1937 HN /2% 
1936 7% 


1935 97% 
or earlier 


When you buy your next 
new car, do you intend 


to buy the some make 
you have now ? 


When new cars are ready,would you be 
willing to wait six months for the make 
you want, or would you rather buy an- 
other make and get immediate delivery? 


Wait 6 months to FT 
get make desired 


--- from replies of (565 car-ownng families on American 
Home” Reader - Consumer Panel, February, /944 
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ANPA Story Tells. 
How Plant-City 
Ads Aided Casco 


New York, April 27.—How 
Casco Products Corporation cut 
down absenteeism 75%, sent job 
applications up from almost noth- 
ing to six times its requirements, 
and set an all-time high in pro- 
duction per employe with a plant- 
city advertising campaign in news- 
papers is told in the current “Ad- 
vertising Facts,’ issued by the 
Bureau of Advertising, American 
Newspaper Publishers Association. 

Major theme of the campaign 
which was launched last October 
was to play up the importance of 
Casco’s job in supplying bullet 
cores and incendiaries to the 
armed forces, and at no point were 
job applications directly solicited. 
Ads ran twice a week in both 
Bridgeport newspapers in 1,000- 
line insertions through the re- 
mainder of 1943. Copy was built 
by Grey Advertising Agency, New 
York, around caricatures of Axis 
bigwigs by the artist, Arthur Szyk, 
whose color illustrations appear 


in Casco’s national campaign now 
running in 44 Sunday newspapers. 
Graphically charting the gain in 
employe morale as the campaign 
got under way was the increase of 
suggestions to a total of 175 per 
week while complaints dropped to 
a mere six a week. Meanwhile, 
the company’s index of production 
per employe had climbed from 85 
in August, 1943 to a new high of 
105 in November, a level held 
through December and January. 
Casco’s peacetime products were 
automotive and electrical appli- 
ances, notably the familiar “pop- 
out” cigaret lighters with which 
many pre-Pearl Harbor automo- 
bile dashboards were equipped. 


Retains Same Agency 


Appointment of Harry Hayden 
Company as_ special promotion 
consultant for Pathfinder, Phila- 
delphia, has no bearing on the 
news weekly’s agency relationship 
with Lewis & Gilman, Phila- 
delphia, which handles both the 
Farm Journal and Pathfinder ac- 
counts, the magazine has pointed 
out to correct an impression that 
it has changed advertising agen- 
cies. 


Avco Names Reilly 
fo Head Postwar 
Appliance Sales 


New York, April 26.—Aviation 
Corporation this week took an- 
other forward step in plans to 
manufacture a diversified line of 
household appliances after the war 
by appointing Col. Philip J. Reilly, 
managing director of Associated 
Merchandising Corporation, to 
head a distribution program. 
Although his services will be de- 
voted to his new post after July 1, 
Col. Reilly will be available to 
AMC officials in matters affecting 
activities of that organization. 

The corporation plans produc- 
tion of ranges, heaters, refrigera- 
tors, deep freezers, wheel goods 
and electronic devices, said Wil- 
liam F. Wise, executive vice-presi- 
dent, in announcing Mr. Reilly’s 
appointment. It will continue to 
make diversified aircraft products, 


including engines, propellers and 
precision parts, Mr. Wise added. 

The household appliance manu- 
facturing plan will supplement the 
corporation’s over-all aircraft 
parts production and “will broadly 
diversify postwar operations,” the 
executive declared. 

The addition of Col. Reilly indi- 
cates a quickening of the corpora- 
tion’s tempo in its postwar think- 
ing and planning in anticipation 
of the day when the military 
slackens its call for military planes 
and the facilities of huge aircraft 
plants become available for peace- 
time manufacture of civilian mer- 
chandise. Last year the corpora- 
tion engaged Dr. A. J. Snow, 
former technical director of Sears, 
Roebuck & Co., to investigate mar- 
kets for postwar consumer goods. 
He will continue development work 
with Col. Reilly. 

Subsidiaries of the corporation, 
headed by Victor Emanuel, presi- 
dent, are Lycoming division, Wil- 
liamsport, Pa.; Republic Aircraft 
Products division, Detroit; Liquid 
Cooled Engine division, Toledo; 
Spencer Heater division, Williams- 
port, Pa.; and American Propeller 
Corporation, Toledo. Subsidiary 
and associated companies. are 
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Reproduced above is the first page of The Chicago Sun 
for March 8—the edition which was aworded the 
F. Wayland Ayer Cup for 1944 


a 
4 


THe 1944 Awarp of the 
F. Wayland Ayer Cup has been 
made to THE Cuicaco SuN 
for excellence in typography, 
make-up and press work. 


More than 1,150 daily news- 
papers in the United States 
were represented in the 14th 
Annual Exhibition of news- 
paper typography conducted 
by N. W. Ayer & Son, Ine. 


stress of war will be employed in the 
postwar world to make new and better 


household products, Aviation Corp, 
New York, points out in its current 
advertising. 


American Central Mfg. Corpora- 
tion, New York Shipbuilding Cor- 
poration, and Consolidated Vultee 
Aircraft Corporation. 

Last May Avco launched an ad 
campaign in newspapers, color 
supplements and magazines to tell 
the general public what the avia- 
tion industry is doing to lick the 
Axis. 

In its current advertising Aveo 
says its plan is to put its present 
aviation know-how and ingenuity 
to work later on making new and 
better household products. ‘“Noth- 
ing you now own was made with 
such skills as we use today in 
building engines, propellers and 
precision parts for modern war- 
planes,” says copy in the ad, con- 
tinuing with “Think, for a minute, 
what such skills could do for 
kitchen stoves, or lawn-mowers, 
or other household goods!” 

The account is handled by the 
New York and Detroit offices of 
McCann-Erickson. 


Named Company Head 

H. C. Pfister, vice-president of 
the U. S. Slicing Machine Com- 
pany, LaPorte, Ind., has _ been 
elected president of the company. 


Joins ‘Beverage Media’ 
Nancy Bedford-Jones, formerly 
with the Research Institute of 
America and a staff writer on 
Mid-Week Pictorial, has _ been 
named an associate editor of Bev- 
erage Media, New York. 


Two Are Promoted 


John C. Vander Pyl, vice-presi- 
dent of American Machine & 
Metals, Inc., East Moline, II1., for 
the past four years, has been 
named executive vice-president. 
Wayne Mendell, general sales 
manager since 1940, has_ been 
named vice-president in charge of 
sales. 
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Selling To Women While’ 
. They're Young 


ublished by GIRL SCOUTS 


Grow along with us! 


225,000 ABC! 


MEMBER OF.THE YOUTH GROU? 
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Booklet Battles 
Textile Industry 
Production Slump 


Memphis, Tenn., April 25.— 
Forty thousand employes of 110 
combed yarn spinning mills found 
in their pay envelopes Saturday 
the opening shot of a direct ad- 
vertising attack on one of the 
most serious war shortages still 
existing—the steady decline in 
cotton textile production. 

In each envelope was a small 
32-page booklet linking’ the 
prosaic job of yarn-making with 
the drama of textile supplies on 
the battle front. Immediate com- 
mendation, both of the booklet 
and of the direct-by-pay-envelope 
advertising approach was forth- 
coming from officials of the War 
Production Board, War Manpower 
Commission, and the Army Quar- 
termaster Corps. 

The opening of the employe 
program followed by little more 
than a week an appeal by WPB 
Chairman Donald Nelson to the 
American Cotton Manufacturers 
Association, in session at Atlanta, 
for intensified production efforts. 
Mr. Nelson’s appeal reflected the 
serious concern of WPB and fed- 
eral procurement agencies at a 
decline of nearly 20%, or approxi- 
mately 2,000,000,000 yards, in the 
annual rate of cotton fabric pro- 
duction since 1942. 

The employe booklet which 
opened the campaign for greater 
job-loyalty and increased man- 
hour production was prepared by 
the National Cotton Council of 
Memphis and distributed under 
joint sponsorship of the council 
and the Combed Yarn Spinners 
Association, Gastonia, N.C. It ap- 
peared simultaneously last week- 
end in pay envelopes of all combed 
yarn employes in the concentrated 
mill areas of Tennessee, Alabama, 
Georgia and the Carolinas. 


Brylcreem Copy Offers 
Free Dance Lessons 


Ritchie & Janvier, Bloomfield, 
N. J., pharmaceutical and cosmetic 
distributor, has begun a drive for 
Brylcreem, hair emulsion, featur- 
ing a free copy of Arthur Murray’s 
100-page, illustrated dance book 
with each 49-cent tube of Bryl- 
creem. 

The drive, which has _ been 
scheduled to run 26 weeks, will be 
carried in 220-line ads in the New 
York News and World Telegram. 
Spot radio announcements in the 
metropolitan New York area will 
round out the program. Atherton 
& Currier, New York, handles the 
account. 


Names 2 Vice-Presidents 


William F. Arnold, general sales 
manager, and Donald S. Sammis, 
manager of the Bridgeport Works, 
Bridgeport, Conn., of the Under- 
wood Elliott Fisher Company, 
have been named vice-presidents 
of the company. 


COLLINS, MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


207 North Michigan Avenue 


Chicago 1, Illinois ....+- ) 


Howe Made Sales Head 


Ralph S. Howe has been named 
vice-president and manager of the 
New Britain-Gridley Machine Di- 
vision of the New Britain Machine 
Company, New Britain, Conn., to 
succeed Edward L. Steinle. He 
will be in charge of sales. 


WCKY Promotes Moore 


George H. Moore, sales promo- 
tion manager of Station WXKY, 
Cincinnati, O., for the past six 
years, has been named local sales 
manager. 


Two Open Agency 


Aaron Sussman and Samuel 
Sugar will open an advertising and 
publishing counsel office at 24 W. 
40th St., New York 18, on May 1 
under the name of Sussman & 
Sugar, Inc. 


Griffith Joins WOR 

Robert C. Griffith, a naval lieu- 
tenant for the past one and one- 
half years and previously in the 
advertising department of Collier’s, 
has been named an account execu- 
tive of Station WOR, New York. 


Reynolds to AT&T Post 


Walter M. Reynolds, general in- 
formation manager of the Bell 
Telephone Company of Pennsyl- 
vania, has been named information 
manager of the American Tele- 
phone & Telegraph Company, New 
York. 


Buys Da Roza Winery 

The Da Roza Winery, Lodi, Cal., 
with its plant, built in 1936, hav- 
ing a cooperage capacity of 500,000 
gallons, has been purchased by 
Sunset Wines, Inc., Madison, O. 
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Appoints Whiteside 

Henry O. Whiteside, formerly 
research director of the St. Louis 
Chamber of Commerce, has been 
named to the research department 
of the Gardner Advertising 
Agency, St. Louis, effective May 8. 


Upson Back to P&G 


Mark Upson has resigned as di- 
rector of transportation, War 
Food Administration, to return to 
his former post as eastern division 
sales manager of Procter & Gam- 
ble Company, Cincinnati, O. 


1. TO ASCERTAIN the leading business maga- 
zine you might ask The Man in the Street . . . 


be SRG LT 


(National 2380). 


f 4. BUT THE sensible way is simply this: look 
into the cold facts below. Then you'll know: 
“It's NATION'S BUSINESS, of course!” 


is vol a suggestion!) 


e It has largest business circulation 


e It has greatest reader response 


elt costs less per reader 


Choose the leader... 


Facts and figures—detailed and interesting—are available to support all NATION'S BUSINESS 
claims. Write or phone any Nation's Business ofice—New York City 17, 420 Lexington Avenue, 
(Mohawk 4-3450) ; Chicago 3, 38 South Dearborn, (Central 5046) : Cleveland 15, 648 Hanna 
Building, (Cherry 7850); Atlanta 3, Walter Meeks, 101 Marietta, (Walnut 6674); San 
Francisco 4, Blanchard-Nichols, 100 Bush Street, (Garfield 8930) ; Los Angeles 12, Blanchard- 
Nichols, 448 South Hill Street, (Michigan 3466) ; Washington 6, 1615 H. Street, N. W., 


2. OR, IF you run to the occult, you might take 
your uncertainties to a tea leaf reader. (This 


3. IF YOU like long shots, you might write 
names on papers, and select by chance . . . 
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Offers Window Service 


Starting July 1, the Interna- 
tional Association of Display, 855 
Elm St., Manchester, N. H., will 
offer retail stores throughout the 
country a new medium priced, 
monthly window - interior photo- 
graphic service. Forty 5x7 glossy 
photographs of selected window 
and interior displays will be 
mailed to subscribers the first of 
each month, along with sugges- 
tions as to how to employ them. 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
send you some startling, profit-revealing 
facts. 


Ralston Names Chase 
Cereal Ad Manager 


H. M. Chase has been named ad- 
vertising manager of the cereal 
department 


of Ralston Purina 
Company, St. 
Louis. Mr. 
Chase, who will 
work with Gor- 
don Philpott, 
vice - president 
in charge of ad- 
vertising, start- 
ed with the 
company as a 
salesman and 
later was pro- 
moted to dis- 
trict sales 
manager and 
manager of the organization’s res- 
taurant and institutional cereal 
business. 

He will take over the work of 
contacts with media men, in addi- 
tion to carrying on the develop- 
ment of campaigns for the com- 
pany’s four nationally advertised 
Checkerboard cereals — Ralston 
Whole Wheat cereal, Instant Ral- 
ston, Shredded Ralston and Ry- 
Krisp. 


H. M. Chase 


Kraft Launches 
Ad Campaign to 
Aid Dairy Farmers 


Chicago, April 26—With the 
double-barreled aim of helping the 
dairy farmer lift milk production 
to the highest level in history and 
to acquaint the public with the 
war job the farmer is doing, Kraft 
Cheese Company has launched an 
educational and advertising cam- 
paign in national magazines, farm 
publications and country news- 
papers. 

Copy in the national magazines 
stresses the 14 to 16-hour day of 
the dairy farmer, the problems he 
faces in meeting labor and ma- 
terial shortages and the importance 
of the job he is doing in providing 
a record volume of milk. Reprints, 
with an explanatory heading, are 
run in farm publications to ac- 
quaint the farmer with the public 
recognition his war efforts are get- 


ting in national media. 

Service copy appears in news- 
papers reaching farmers in Kraft 
production areas, under the head- 
ing “Moos of the Moment, by 
Uncle Bob of the Kraft Dairy 
Farm Service.” Suggestions as to 
timely copy are obtained from 
dairy specialists in the colleges of 
agriculture and from Kraft field- 
men, the Department of Agricul- 
ture, and state extension service 
bulletins dealing with milk pro- 
duction, cleanliness and herd im- 
provement and are digested as an 
aid to farmers in solving their own 
production problems. 


Radio Ties In 


In addition, tributes to the dairy 
farmer will be featured from time 
to time over the air on the “Kraft 
Music Hall” and “Great Gilder- 
sleeve” radio programs. 

Coordinated with the campaign, 
according to John H. Platt, direc- 
tor of advertising for Kraft, is an 
expansion of the company’s adver- 
tising and public relations staff by 
addition of men trained in agri- 
cultural activities. Walter Lloyd, 
formerly editor and manager of 
the Ohio Farmer, has been named 


WNEW GETS SET FOR 


; 


Around the clock when the great attack comes, you'll get all the official news 
—by tuning in WNEW, 1130 on your dial, America’s greatest independent station. 
This tells what we've arranged for you. 


Invasion is coming! 


Exact day and minute are known to only a 
chosen few. But for every WNEW listener the 


word “Attack” 


will throw into operation a re- 


markable plan of invasion news coverage. 
Through WNEW you, the listener, will move 

in with the first invasion wave... set foot on 

enemy soil... hear every bit of mews as fast as it’s 


released. 


Regular five-minute reports from the great 
newsroom of the Daily News every hour on the 
half-hour . . . special around-the-clock editions 
every quarter-hour .. . short-wave transmissions 


_ in cooperation with the British Broadcasting Cor- 
poration—all are ready. Every program stands by 
for all bulletins as they come in. 

This WNEW invasion coverage plan was 
evolved through countless days of planning and 


research, trial and retrial. 


It’s all set, now. And it’s good! 
Such service as this—bringing you ALL the 
news ALL the time, 24 hours a day —is one of 


many reasons why more people listen to WNEW 
than to any other non-network station in the 


country. 


Advertising Age, 


wiser CORN MUFFINS! 


May ’ 344 


wen 


NEW DROMEDARY MIX makes world’s finest corn muffins: 
Rich... tender... flavory. JUST ADD EGG, MILK and BAKE 


OPENER—This | ,000- Jine newspaper ad 
is the opening gun in a heavy promo- 
tion push for Hills Brothers Co. new 
Dromedary Mix, which broke recently 
in five New England and four south- 
ern California markets, with 600-line 
insertions scheduled for follow-up ads. 
The Biow Co. is the agency. 


to edit the producer’s edition of 
the “Kraftsman,’ a _ producer 
house organ, and to work in the 
dairy farm service program. 

The program, explained Mr. 
Platt, seeks to assist producers in 
the Kraft areas in promotion of 
more efficient dairy production, to 
advise and counsel on care of 
herds, prevention of disease among 
herds, etc. Demonstration projects 
on solving some of these problems 
will be set up with dairy farmers 
in cooperation with the extension 
services, said Mr. Platt, adding 
that tied in with the work will be 
a publicity campaign to spread 
news in other areas of dairy pro- 
duction problems worked out in a 
specific locality. 

J. Walter Thompson Company, 
Chicago, handles the account. 


Pappy’s Marmalade Ads 
Make Debut in South 


Miami Fruit Industries, Miami, 
Fla., has begun advertising Pap- 
py’s orange marmalade for the 
first time in the Charlotte Ob- 
server, Miami Times and New Or- 
leans Times-Picayune. 

Weekly 300-line insertions have 
been scheduled to run _ through 
July. Copy describes the product 
as a non-rationed “bitter - free 
marmalade with all the fruit, juice 
and goodness.” Tracy, Kent & Co.,, 
New York, is the agency. 


Agency Aids WMC Drive 
Lamport, Fox, Prell & Dolk, 
South Bend, Ind., agency, has 
launched at the request of the la- 
bor-management committee of the 
War Manpower Commission a 
campaign in the South Bend area 
to recruit new workers for war 
industries, eliminate “job  hop- 
ping,” and better utilize present 
working forces. 


500,000 


STOCK PHOTOS 
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ANA to Highlight 
Wartime Growth of 
Ad Manager's Job 


New York, April 26.—Prelimin- 


Takes New Duties 


Charles F. McKenna Jr., with 
the development department of 
General Aniline & Film Corpora- 
tion, New York, has been named 
manager of the special products 
sales division, succeeding Roger 


Joins Logan & Arnold 


Katherine Bowley, formerly in 
the advertising department of 
H. W. Robinson, Los Angeles de- 
partment store, has been named 
copy chief on fashion and food ac- 
counts handled by the Los Angeles 


Hanes Underwear 
Uses 810 Dailies 


Winston-Salem, N.C., April 26.— 
P. H. Hanes Knitting Company on 
May 1 will begin a new spring 
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American service men warm and 
comfortable whether they be many 
fathoms down in submarines or 
high in the air in fighter planes. 

N. W. Ayer & Son handles the 
account. 


ary results of a survey on admin- | Coleman. office of Logan & Arnold. campaign ae hn a in 810} Weldon to Alsdorf 

istration of advertising depart- newspapers throughout the coun-/ J F Weldon, formerly manager 
ments in the light of war and post-|FC&B Transfers Walter (Curran to Branham try. ba of the export division of the Zen- 
war changes will be told by| Edward C. Walter has been| John G. Curran, formerly with| Jlustrated copy headlined, 


Marvin Bower, partner of McKin- 
sey & Co., management consultant, 
at a conference of the Association 
of National Advertisers at Rye, N. 
Y., May 1-3. The study, being made 
for the ANA, will highlight a pro- 
gram devoted largely to the ad- 
vertising Manager’s increased war- 
time responsibilities. 

Harold Thomas and John Sterl- 
ing of the War Advertising Coun- 
cil will discuss, Wednesday morn- 
ing, advertising’s new duties as a 
public servant in wartime, and Eu- 
gene Meyer, publisher of the 
Washington Post, will discuss “the 
Washington View of Industry’s 
War Advertising.” 

A Monday session will present 
new concepts of advertising’s func- 
tions by Clarence Francis, General 
Foods Corporation; Carleton Healy 


transferred from the New York 
office of Foote, Cone & Belding to 
the company’s San Francisco office 
as an art director. 


the War Department, handling 
public relations, has joined the ra- 
dio department of the’ Branham 
Company, New York. 


“Battle stations ... Jap ship on 
port bow” in the 30-inch ads will 
show and tell the story of how 
Hanes underwear is keeping 


ith Radio Corporation, Chicago, 
has been named executive vice- 
president in charge of sales of the 
A. J. Alsdorf Corporation, Chicago 


export sales organization. 


yn of of Hiram Walker, Inc., chairman 
ducer § of the board of the ANA; Alfred 
n the BN Steele, D’Arcy Advertising 
Company, and Leo Nejelski, Amer- 
Mr, ican Home Products Corporation, 
rs In from the viewpoints of top man- 
on of agement, the association, sales and 
on, to § public relations. 
re of The Advertising Research Foun- 
mong dation, of which William G. 
ojects Palmer, J. Walter Thompson Com- 
blems pany, is chairman, will present 
rmers preliminary findings in a study of 
*nsion car card readership, and report on 
dding § the 69 studies now made in the 
rill be @ Continuing Study of Newspaper 
pread Reading. A program for measur- 
y pro- ing magazine readership will be 
t ina § discussed. Cyrus Ching, United 
States Rubber Company, will 
ipany, speak on “The New Order of Busi- 
t. ness Statesmanship.” 
The meeting, Paul B. West, pres- 
Ads ident of ANA, told ADVERTISING 
AcE, will stress the advertising 
manager’s expanded responsibili- 
— ties, and will strive for greater 
— recognition by top management of 
P 4 the importance of informing the 
or Ob. public. 
: Ges Although the advertising mana- 
‘w UT- | gers’ accustomed job of promoting 
h sales has largely been suspended, 
S mi he explained, many of them have 
coal ~{ | ‘aken on problems of public and 
“pe onda employe relations and, among 
+ testa other things, are conducting plant- 
" Co city campaigns. They have also 
, ’ learned better how to use research 
to feel the public pulse and to 
present the company’s policies and 
Drive Hane more effectively to the ra a Se ‘ = ‘. ae 
public, # Co: Se a . , - 
Dolk, The ANA is seeking to “inte- 
y, has § grate this expanded job into the 
the iss J Srporate structure” of more com: YET OUR GIGANTIC WAR EFFORT IS DWARFE oF 
me?) anies, i a : Y Sa ne Se he es a ce 
a BY OUR POSTWAR FUTURE! | 
1d area 
or wat |} Nixon to ‘Billboard’ 
» hop- 
a Titeky Wann; wip Seemerty on CHECK THESE FACTS FOR YOUR FUTURE PLANNING 
erated his own public relations of- ABOUT OREGON... ABOUT THE OREGONIAN... 
fice, has joined Billboard, New 


Oregon is young and vigorous—and here 
are a few of our war records to prove it. 
Shipbuilding .. Oregon hit the world’s all-time high! 
Agriculture... Income from crops up 83%! 

Armed Services No. 1 in Naval Recruiting! 

War Bonds ... We lead the nation in per capita pur- 
chase of Series E Bonds! 

PEOPLE ..... Oregon’s skilled workers earn twice the 
national average for expendable income! 

We're mighty proud of our war effort, but our 

postwar future is unlimited. We’ve the tools to 

carve that future, too— perfect climate, skilled 

workers, unlimited power, measureless forests 

and fertile valleys. We're going places in Oregon 

and invite you to share our destiny! 


York, as assistant to the publisher. When Fort Sumter was fired on, The 
Oregonian carried the news to its readers. The 
Civil War, the Spanish-American War, World 
War I—all these world-shaking events were 
covered first-in Oregon by The Oregonian. 
Greatness is never measured by boundaries, 
nor is The Oregonian’s sphere of influence 
confined to Portland. Down the length and 
breadth of the state, Oregon people depend 
on The Oregonian for its competent news 
coverage —its forthright editorial policy. The 
Oregonian is more than a city newspaper — 
it is a tradition in the Northwest and a part Si. 
of the life of the region! i 


~The Oregonian 


The Great Newspaper of the West 
PORTLAND, OREGON 
REPRESENTED NATIONALLY BY PAUL 


BLOCK & ASSOCIATES 


‘ 


A busy city with 67,959 
population os 

in war work . 

with tomorrow's mar- 
kets assured by reason 


of producing basic 
products. 
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Guide Magazines to Use 
Color on Inside Covers 


Guide Magazines—Click, Official 
Detective, Screen Guide and Star- 
dom—will carry four-color process 
advertising on inside covers for 
the first time in the June issues. 
Schenley Distillers Corporation and 
Three Feathers whisky will run on 
the inside covers of Click, with the 
latter appearing in Official Detec- 
tive also. Color cover positions in 
the Screen Guide-Stardom com- 
bination will be occupied by E. 
Frederics, second cover, and Min- 
er’s Makeup, third cover. 

Stardom has been restyled un- 
der the direction of Dr. Mehemed 
Fehmy Agha, former art director 
of Vogue. While retaining its Hol- 
lywood background, it will soon 
emerge as a well-rounded women’s 
magazine with major emphasis 
placed on fashion and beauty. 


Wharton to PR&L 


George W. Wharton, formerly 
chief of the advertising section, 
American Red Cross, has joined 
Pedlar, Ryan & Lusk, New York, 
as an account executive. 


Dell Expands Drive, 
Increases Ad Rates 


Dell Publishing Company, New 
York, has expanded its current 
newspaper drive for Modern Screen 
to include 1,000-line ads in 95 
newspapers. Lennen & Mitchell, 
New York, is the agency. 

Effective with July issues, Dell 
Detective Group will increase its 
advertising rates 20%. New rates 
for black-and-white pages will be 
$1,560; circulation guarantee will 
be 900,000. Rate production for six 
months has been granted to cur- 
rent advertisers. 


Two Name Hill Agency; 
Ledwith Advanced 


Hill Advertising, Inc., New York, 
has been named to handle the ac- 
counts of Patois, Inc., glove im- 
porter, New York, and the Gott- 
fried Baking Company, maker of 
Golden Crust bread. 

William L. Ledwith, with the 
agency since last October, has been 
named executive vice-president. 
Charlotte Hill, formerly with 
Montgomery Ward & Co., has 
joined the agency as a copywriter. 


Public Relations 
Men Establish 


New Association 


Washington, D. C., April 26.— 
Elimination of ‘false prophets” 
from the ranks of public relations 
men, and the founding of a regular 
curriculum in public relations at 
some well-known college or uni- 
versity are among the aims of the 
American Public Relations As- 
sociation, founded here this week. 

Visualizing a nationwide organ- 
ization, with “forges” in principal 
cities, the founding group selected 
Henry Grattan Doyle, director of 
the Inter-American Training Cen- 
ter, and dean of tne Columbian 
College of George Washington 
University, as president; Robert 
Harper, assistant to the president 
of Motion Picture Advertising 
Service Company, executive direc- 
tor; Paul H. Bolton, president, 
Bolton Advertising Company, sec- 
retary; Charles Miner, president, 
the Guardian Management Cor- 
poration, treasurer, and H. Scott 
Johnston, WPB consultant, vice- 


Circulation of The Record 
Newspapers: 40,411 (A. B. C. 


Publisher's Statement for 6- 
month period ending March 
31, 1944.) 


... even with a bent pin 


Yes. fishing with a bent pin is fun 
for young Johnnie who is only 
slightly concerned with results. 
But, for the advertiser who is “fish- 
ing” for sales and depending on 
inferior equipment and luck, it is 
neither fun nor profitable. Today 
he must predetermine his “odds” 
and make certain they are in his 
favor. 


In the Troy A.B.C. City Zone the 
element of luck is eliminated. In 
this highly industrialized market 
of 123,000 consumers, advertisers 


oa 
EC 

~ A TIMES R 
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in tun 


know their expenditure will reap 
rewards because they can _thor- 
oughly cover this large market 
through ONE medium at ONE low 


cost. 


The Record Newspapers, Troy’s 
only dailies, are read by 9 out of 
10 families in Troy, 4 out of 5 in 
the city zone. 


This coverage, in one of the coun- 
try’s prime markets, is available to 
advertisers at the low cost of only 
12e¢ per line. 


ORD = 
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LAUNCH NEW GROUP—Organizers of a new national association to raise 

the professional standards of public relations are, left to right: Henry Grattan 

Doyle, director of the Inter-American Training Center, on leave as dean of the 

Columbian College, George Washington University, president; Robert E. 

Harper, vice-president, and Paul H. Bolton, secretary. In addition to promot- 

ing public relations as a profession, the group will seek to improve relationships 
with Latin America. 


president. 

Additional chapters are reported 
forming in Cleveland, Chicago, 
Milwaukee and New York, with 
district vice-presidents already 
selected. Edward F. Thomas, pub- 
lic relations director of Geyer, 
Cornell & Newell, is vice-presi- 
dent for the mid-Atlantic states; 
Stuart Siebert, J. Walter Thomp- 
son Company, Chicago, east north- 
central states; and Mr. Johnston, 
south Atlantic states. 

Among the objectives of the or- 
ganization are to bring all factors 
of the American economy—capital, 
labor and government—together, 
and to promote better relations 
with Latin America. The national 
advisory committee of the group 
will include representatives of 
government, management, labor, 
trade associations, radio publica- 
tions, amusement industry, Pan- 
American groups, graphic arts, 


educational groups and the busi- 
ness of public relations. Accept- 
ances on the advisory committee 
have already been reported from 
AFL President William Green and 
CIO President Philip Murray. 


Issues Prepack Booklet 


“How to Prepak in Corrugated 
Boxes” is told by the Hinde & 
Dauch Paper Company, Sandusky, 
O., in the ninth of its series of Lit- 
tle Packaging Library booklets, 
Copies of the booklet may be se- 
cured by writing to the company, 
It contains information and illus- 
trations regarding corrugated boxes 
for prepacking assignments, em- 
phasizing the necessity of engi- 
neering each individual shipping 
box for the problem it must solve, 
and reviews various types of prod- 
ucts already successfully employ- 
ing prepacking methods. 


Nia 


i‘ 


Columbia stations 


Oklahoma City 


Strike up the band for another Free & Peters 
man! John Cory's one of the hard working 
boys in the Chicago office. In the case of 
these pioneer radio station representatives, 


“hard working" isn't a glib phrase . . . it's 
the F & P formula for value. 


Consult Cory about your radio advertising 
in Oklahoma. Spots, sho\s or strips—you 
sell the state-wide, responsive-rich market 
when you buy those two hard working 


KOMA . KTUL 


Tulsa 
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Eagle Pencil Buys 
First Regular — 


Radio Program 


New York, April 26. — Eagle 
Pencil Company, world’s largest 
manufacturer of pencils, for many 
years one of the country’s most 
consistent magazine advertisers, 
has purchased from the radio pro- 
grams division of Time, Inc., a 
series of 15-minute recordings 
which will be presented every 
Sunday from 2 to 2:15 p. m. over 
WQXR, starting May 7 and run- 
ning for 52 weeks. 

Entitled “The World and Amer- 
ica,’ the program marks Eagle’s 
first venture in radio as sponsor of 
a regular series of broadcasts. Of 
late it has taken to moderate use 
of spot radio. Each program in 
the series presents a dramatic 
sketch based on historical facts 
going back to the time of Colum- 
bus and leading up to Pearl Har- 


bor. 
Albert Frank-Guenther Law is 
the agency. 


Pure Oil Renews 


Pure Oil Company has renewed 
“Kaltenborn Edits the News” over 
33 NBC stations, effective May 8 
for 52 weeks, through Leo Bur- 
nett Company. The celebrated 
news commentator is heard Mon- 
days through Fridays at 7:45 p. m., 
EWT. 


GM Renews Symphony 


Another full year of radio sym- 
phony music sponsored by Gen- 
eral Motors Corporation was as- 
sured with announcement’ by 
Alfred P. Sloan Jr., chairman of 
the board, that GM had signed a 
contract with NBC for continua- 
tion of the ““General Motors Sym- 
phony of the Air” for a second 
52-week period. 

Under terms of the new con- 
tract, the Sunday radio program, 
which presents the NBC Sym- 
phony Orchestra under the batons 
of Arturo Toscanini, Leopold Sto- 
kowski and Dr. Frank Black, will 
remain under the GM banner until 
Aug. 1, 1945. Arthur Kudner, 
Inc., is the agency. 


U. S. Tobacco Renews 


U. S. Tobacco Company will be- 
gin its tenth consecutive year of 
broadcasting over CBS with re- 
newal of “Gay Nineties Revue,” 
effective May 22. Heard in behalf 
of Dill’s Best & Model smoking to- 
bacco, the variety show is aired 
Mondays 8:30 to 8:55 p. m., EWT, 
over 67 CBS outlets. Arthur Kud- 
ner, Inc., is the agency. 


Two Join Erwin, Wasey 

Erwin, Wasey & Co., Chicago, 
has added to its copy staff Thorpe 
E. Wright, formerly an advertis- 
ing executive of the Link Belt 
Company, Chicago; and Frederick 
J. Wachter, who has received a 
Medical discharge as a _ second 
lieutenant in the Army after 13 
months of service. Previously, he 
was a draftsman and advertising 
copywriter for the General Elec- 
tric X-Ray Corporation. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popula- 
tion. 


*independent Survey of Providence Bulletin 


Che New Ffaven Register 


Names Gross Agency 


Masterform Tool Company, Chi- 
cago, maker of high speed cutting 
tools, has named L. H. Gross & As- 
sociates, Chicago, to handle its ad- 
vertising. Full pages in two col- 
ors will be used in specialized 
trade publications. 


Carroll Joins Curtis 

Edward J. Carroll, formerly 
with Davis Brothers, Inc., Denver, 
has joined the research department 
of Curtis Publishing Company, 
Philadelphia. 


Ad Council Record 
Outlined in Talk 
by John Sterling 


New York, April 27.—The spon- 
sorship committee of the War Ad- 
vertising Council has already done 
yeoman service to promote unity 
and understanding of war adver- 
tising themes, John Sterling, This 
Week Magazine, of the committee, 
has reported. 

Mr. Sterling pointed out that 


there. is a sharp difference be- 
tween the problems of local and 
national advertisers and that there 
are as many different plans afoot 
as there are cities. Close to 400 
media salesmen, loaned by agen- 
cies to work with the eight dis- 
trict groups comprising the spon- 
sorship committee, advise adver- 


45 


—_ self-beneficial possibilities, he 
said. 

Of 80 advertisements occupying 
quarter page or more in a recent 
issue of Life, Mr. Sterling said, 22 
were concerned with war themes. 

A series of meetings is being 
planned for Boston, New York and 
Philadelphia on Wac recruiting 
advertising. 


tisers on current war theme cam- 
paigns. 

Although national advertisers 
have long recognized the advan- 
tages of war theme advertising, 
smaller advertisers are just be- 
ginning to see both its patriotic 


Agency Moves Office 

The National Association of 
Transportation Advertising, New 
York, has moved to 30 Rockefeller 
Plaza, New York 20. 


Cultivate 


Foundation 


THE YANKEE NETWORK'S 


oe 


in New England 4 


te, 


Nn : 


21 BROOKLINE AVE., BOSTON 15, MASS. 
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EW ENGLAND is fertile ground. It isn’t a 

question of sales richness, it’s a question 
of covering all the productive acreage with 
effective selling. 

The more you sow, the more you'll reap in 
the 21 key market areas which comprise 
2,055,010 radio homes. 

The Yankee Network hometown station in 
each of these markets is the cultivator. It gives 
you the direct contact necessary to reap the 
bumper crop you are after. 

Planting the sales seed directly in each field 
is obviously the sensible procedure. There is 
only one effective way to do it by radio. Use 
The Yankee Network's 21 stations, reaching a 
potential audience of 8,377,543 out of the 
total New England population of 8,437,290. 


THE YANKEE NETWORK, INc. 


Member of the Mutual Broadcasting System 
EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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. ; . value of his program by reason of 
Morawski Joins Agency New Radio Research such shifts in programming. Ac 
Walter B. Morawski, formerly The university’s new project ‘ 
art director and typographer for has organized a group of “shut-in” G 

Edward Stern & Co., has joined bd people as program checkers, who 
Lewis & Gilman, Philadelphia nferprise fa rte are being recruited through the va- En 
agency, as production manager. rious State Rehabilitation Bureaus, 
Mr. Morawski is a member of the . Veterans Administration, United Né 
board of governors of the Phila- States Employment Service, Amer- barr 
delphia Club of Printing House y a Ouls s ican Red Cross, Rotary Clubs and chen 
Craftsmen and president of the —. hile ats sia _ 
Junior Executives Club of the| st Louis. April 25.—A new ese checkers will be organize : >. a eS : adve 
Graphic Arts Industry. radio research activity. to begin |28 2, club, and a house organ will : ae ees se is. 
about May 1, has been ‘announced be distributed regularly to checker z -_ this 
eee |by St. Louis University, which will |Petsonnel, which will be under the oon a 
Sim |be directed by the Rev. Bernard W, |SUPETvision of Lillian Drese, for- gates g me 
is vical be Dempsey, regent of the univer- merly with the National Radio e A i ts 
sity’s school of commerce and Checking Service. - ff : alt 
STAN p ARD finance, and operated under the One Factor Overlooked quit 
The g Beem po Ky? —. sal Idea for the project is said to} OLD GOLD OPENER—The sextet above gathered recently in CBS' New York age, 
STUDIOS INC whoee service will be made avail- have originated with Father Demp-| studios to celebrate the —— of the "Allan Jones with Frankie Carle's Or. for % 
e able to advertisers “at a very rea- sey, who made “considerable in-| chestra" program, heard in behalf of Old Gold cigarets and sponsored by gas 
540 N. MICHIGAN AVE. « CHICAGO cenaiie Geek." eit be te reader vestigation of the business aspects] P. Lorillard Co. Shown (left to right) are: Frankie Carle; Wm. C. Gittinger, reali 
performance reports te the afver- of the radio industry and has| CBS vice-president in charge of sales; Linnea Nelson, J. Walter Thompson Co, for } 
lisare which will tell whether his learned that from a_ business] time buyer; Allan Jones; Marcia Dale, female vocalist on the show; and Allyn of | 
program was on at the time and standpoint, one factor has been J. Marsh, CBS assistant sales manager. ~ 
stations contracted for, and the | largely overlooked.” : mag 
programs immediately preceding| This factor, according to Uni-|stantial protection and record-and-|reflections on the veracity of sta. Vita 
and following his own. versal’s announcement, is that Of|proof of performance more eco-|tion owners’ affidavits by adding: and 
Universal will immediately ad-|furnishing advertisers “who spend |nomically sound than the station |“In his investigations, he (Father thro 
vise its subscriber of any program |hundreds of millions of dollars on | owner’s affidavit.” Dempsey) finds that there may be plus 
changes which tend to affect the |radio advertising with a more sub-| However, Universal tempers its}no reason to doubt any one sta- TI 
tion owner’s affidavit; when sta- ad « 
tions owntes sign affidavits of per- ally 
ormance, they believe the service “Use 
WORCESTER, Massachusetts was performed as ordered.” tion 
Continuing, Universal says. “But 
Father Dempsey has also found 
that it is physically impossible for Sc 
any station owner or executive to took 
know exactly what is going on at to si 
his radio station 18 hours a day, nulr 
seven days a week, and therefore thro 
the affidavit system of billing can § S/S ' 
easily be economically unsound 100 
and perhaps in many cases lead to the 
PE AP AVI N N OW inaccuracies that the station owner actu 
himself would be the first to pro- § ™ot 
test, if he were aware of them.” an 
Other Media Accurately Checked and 
Newspapers, magazines, and all § Gre 
other media accurately and scien- § 9°”! 
tifically check for their advertisers dist 
and agencies, and bills are paid In 
only on this basis, says Universal, js | 
yet millions of dollars of radio ad- = , 
vertising are billed every year on a 
affidavit only. Slow 
Declaring that American adver- had. 
tisers will follow our troops as Th 
soon as peace is declared in an afte 
endeavor to build up markets D 
throughout the world, Universal the 
proposes eventually to build up its bled 
enterprise as a world-wide organ- cam 
ization, checking radio perform- ae 
ances of American advertisers em- were 
: y a my a radio outlets. a sr 
e entire operation is under 
sua and that S NOT the general supervision of A. S. 9 
Foster, while J. L. Schilling Com- T 
e pany, New York, sales promotion guilt 
coun tin War Bonds organization, has been engaged to § coyr 
g handle the business aspects of § rele, 
Universal. bail 
a age date 
Names Davis & Beaven oan 
“i Leonard —— Products “on 
yo _ |Company, arden Grove, Cal. 
It takes no crystal ball to see the sales possibilities — present, post- | maker of' precision tools and ait- teste 
war — in a city where the average family has savings in excess of |Craft production equipment, has : 
oe > sic named Davis & Beaven, Los An- § PT 
$4,000. In 1939 Worcester stood first in the nation, among cities of geles, to handle its account. Trade § S¥™ 
. A P ublications and di i _«§ =—— 
150,000 or over, with per capita savings of $904 — compared —— — a 
with $511 for New England and $191 for the U. S. NOW, despite 
taxes, higher costs of living, and vast sums invested in U. S. War 2 
Bonds, Worcester’s per capita savings have reached the all-time 
high of $1,077. 
. 
A MUST Market in New England! | 
City Zone Population 235,125 
City and Retail Trading Zones 440,770 
The Telegram-Gazette blankets this densely-populated market — | WSGN is tops Alabama time 4s 
9g . Y Pp . md Th h ve mot 
. . pat ¥ . . in coverage; has ere you hav 
heart of industrial New England — world-famous for the diversity |i. jest morn. spot dominance J pre 
of its products and the skill of its craftsmen. The Worcester Market | ing Hooper; the where income is J que 
nen : . R best salable at a new high! ket 
is rich, active, stable— and responsive, to a high degree, to an wu 
Telegram-Gazette advertising. DOMIN ANCE Af 
ufa 
dis 
The TELEGRAM -GAZETTE In Alabama 
WORCESTER, MASSACHUSETTS WSGN 
pe - GeorGe F Boot Pubaisher- te 
| UL BLOCK and ASSOCIATES, NATIONAL REPRESE The News-Age Herald Station 
OWNERS of RADIO STATION WTAG Call HEADLEY-REED 
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Rdvertising of 
‘Gasoline Pills’ 


Ends in Arrest 


New York, April 27.—A triple- 
barreled brainstorm which led a 
chemist and an attorney to pro- 
mote their idea with an extensive 
advertising campaign via newspa- 
pers, radio and handbills, headed 
this week toward a court trial for 
the pair on charges of using false 
and misleading advertising. 

First off, the promoters, Dr. 
Sylvan D. Broder, a chemist, and 
Kalman Greenberg, an attorney, 
quite aware of the gasoline short- 
age, decided the public would go 
for an item which would decrease 
gas consumption. Second, they 
realized that Mr. and Mrs. America 
for years have been buying plenty 
of pills so they manufactured 
their “gas-saving” product in tab- 
let form. © Third, they knew the 
magic sales appeal of the word 
Vita, and began merchandising 
and advertising the product 
through their own company, Vita- 
plus, Inc. 

Two of the slogans used in the 
ad campaign were “Made especi- 
ally to aid essential drivers,” and 
“Use less gas and save the na- 
tion.” 


New York Makes Test 


So when the City of New York 
took to using the gasoline tablets 
to save a bit of gasoline in its own 
numerous automobiles, it found 
through tests and chemical analy- 
sis that the pills, sold in boxes of 
100 for $2, had none of the virtues 
the sponsors claimed for them and 
actually were harmful to an auto- 
mobile motor. 

The end came _ swiftly for 
Messrs. Broder, listed as president 
and treasurer of Vitaplus, and 
Greenberg, listed as vice-presi- 
dent, who were arrested by the 
district attorney’s office. 

Immediately before the arrest, 
the pair had appeared in munici- 
pal term court to plead to a com- 
plaint that the company had in its 
plant enough high explosives to 
blow up a city block, although it 
had no fire department permit. 
The two officers paid a $500 fine 
after pleading guilty. 

District Attorney Hogan said 
the gasoline pills not only resem- 
bled in appearance an ordinary 
camphor ball, but were the equiv- 
alent of same except that they 
were colored green and contained 
a small quantity of picric acid, the 
explosive which led to the origi- 
nal raid by the fire department. 

The defendants pleaded not 
guilty when arraigned and the 
court paroled Mr. Greenberg and 
released Dr. Broder on $2,500 
— fixing May 15 as the trial 
ate. 


On Feb. 6, New York’s Mayor 
LaGuardia in his weekly radio 
broadcast said that the city had 
tested the Vitaplus pills and found 
them worthiess, branding the 
product a fraud and warning con- 
sumers not to buy it. 


Send for This Free 
8-Page Booklet 


describing the independent Auto- 
motive Service dealer market both 
Present and postwar. Answers the 
question of what the postwar mar- 
ket will be for the automotive 
Service dealer. 


After seeing the booklet, one man- 
vfacturer wrofe, “. . . I'd like to 
distribute the booklet to our field 
men. Please send me 50 copies.” 


Send for your copy today! 


AUTOMOTIVE DIGEST 


Cincinnati, Ohio 4 


ar 


Name Tokar Agency 


Lorstan Studios and Thomas 
Studios, operators of 27 photo- 
graphic studios on the Eastern Sea- 
board, have named Alfred F. To- 
kar, Advertising, Newark, N. J., to 
handle their radio advertising. 
Arrangements have been com- 
pleted to present “Better Half,” a 
comedy quiz show, on Station 
WOR, New York, Thursdays at 
8:30 p.m., beginning May 11. 


FCC Okays Radio Sale 


The FCC has authorized trans- 
fer of control of the Cornbelt 
Broadcasting Corporation, Lincoln, 
Neb., from the Sidles Company, 
State Journal Printing Company 
and Star Printing Company to 
Charles T. and James Stuart of 
Lincoln. The Stuarts will pay 
$250,000 for Station KOIL, Omaha, 
and $100,000 for KFOR, Lincoln. 


Names Magazines, Inc. 
Newark Electric Company, Chi- 
cago, has named Magazines, Inc., 
Chicago, as its public relations 
counsel and has scheduled two 15- 
minute programs over Station 
WJJD, Chicago, to acquaint the 
public with the work of the radio 
amateur and to assure the some 
60,000 “ham” licensees that the 
company will be ready to serve 
them the day the war is over. 


Defines Ad Terms 


“Newspaper Language,” a 24- 
page booklet containing a compila- 
tion of newspaper and advertising 
terminology, ranging from “ABC” 
to “wrong font,” has been pro- 
duced by the Minneapolis Star 
Journal and Tribune, and copies 
sent to schools of journalism 
throughout the country as well as 
to journalism instructors in Minne- 
apolis high schools. 


P. W. Austin Promoted 


Paul W. Austin, acting advertis- 
ing manager of Owens - Corning 
Fiberglas Corporation, Toledo, O., 
since Jan. 1, has been named ad- 
vertising manager of the company. 
He will work with William R. 
Northlich, merchandising manager, 
who recently returned to the cor- 
poration’s general offices from its 
Washington, D. C., staff. Philip 
Linne, sales promotion manager, 
will also serve on Mr. Northlich’s 
staff. 


47 
Free, Peters Reelected 


James L. Free and H. Preston 
Peters have been reelected chair- 
man and president, respectively, of 
Free & Peters, Inc., radio station 
representative. Other officers were 
also reelected and four new di- 
rectors were named: Sherman E. 
Barnett, secretary and treasurer; 
J. W. Knodel, vice-president; Lt. 
Russel Woodward, vice-president; 
and Warwick Anderson of the 
Doe -Anderson Advertising 
Agency, Louisville, Ky. 
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Age 


buy peanuts between sunset and dawn. In Georgia 
there’s a law against kissing in public, and in 
Michigan the diameter of restaurant wheatcakes 
is regulated by statute. 

In Berea, Ohio, cats and dogs flout the law if they 
roam the streets without tail lights after dark. Los 
Angeles makes it a misdemeanor to shoot rabbits 
from a streetcar. Pennsylvanians are prohibited 
from using a cannon to serenade newly married 
couples. A Kansas law states that “the last car must 


be left off all railroad trains.” Three or more dogs 


CHARLESTONIANS MUST 
GO ARMED TO CHURCH... 


...and in Birmingham, Alabama, it’s illegal to 


cannot meet legally on private property without 


the consent of the owner in Shawnee, Oklahoma. 


Looney laws like these were built into a fea- 


tured article in a recent issue of a magazine of the 


Dell Detective Group. The nearly three million 


readers of these detective magazines are hobby 


specialists in law enforcement and crime detec- 


tion. They,are typical solid citizens of their com- 


munities; an accurate cross-section of the male 


American reading public. They prefer to buy 


nationally advertised products. Make them want 


yours — by advertising in Dell Detective Group. 


dite 


DELL DETECTIVE GROUP 


INSIDE DETECTIVE — FRONT PAGE DETECTIVE — HEADLINE DETECTIVE 


DELL PUBLISHING COMPANY, INC., 149 MADISON AVENUE, NEW YORK 16, N.Y. 
World's largest publisher of detective fiction —featuring Agatha Christie, Rex Stout, Ellery Queen and other noted writers. 
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Kranzberg, Krupnick Part 


Sam Krupnick has withdrawn 
from partnership with Paul D. 
Kranzberg in the Padco Agency, 
St. Louis. He will remain in the 
agency business under another 
firm name and at a location to be 
announced later, but will operate 
from Padco’s present quarters un- 
til about June 1. Mr. Kranzberg 
has purchased the Padco name, 
good will and fixtures and will 
continue to operate at the same 
location. 


Adds Three Accounts 


Lewis Training Institute, Sci- 
ence Service and Ace Paper Com- 
pany, all of New York, have 
named Kaplan, Siesel & Bruck, 
New York, to handle their adver- 
tising. 


Joins Hixson-O’Donnell 


Jan Van Eerde has joined Hix- 
son-O’Donnell, Inc., New York 
agency, as head of the art depart- 


markets in the Middle West. 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 


Sold separately or in combination 
Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


ment. 


Backman Outlines 
Bureau's Drive on 
Wartime Rackets 


New York, April 25.—Through- 
out its 33 years of existence, the 
National Better Business Bureau 
has warred against fraud, chi- 
canery and misrepresentation, but 
its principal activities today are 
concerned with war rackets which 
have cropped up from shortages, 
particularly in the automotive and 
heating fuel fields, Allen E. Back- 
man, the Bureau’s national director 
of business relations, told ADVER- 
TISING AGE recently. 

Another major operation is the 
investigation of appeals by organ- 
izations soliciting membership sub- 
scriptions or selling advertising 


space in publications, said Mr. 
Backman. So-called “Army” and 
“Navy” publications have ac- 


counted for more inquiries to the 
bureau’s division of solicitations 


Plenty of Oomph, Wampum, too, in Wichita — 
where everything goes double, including Wichita’s doubled 
population with a spendable income per family that is more 


than double! 


In sound, solid sales gains, Wichita tops the booming South- 
west, stands second in the entire nation, with more than 
$16,000,000 in monthly retail sales! Behind the fabulous 
aircraft industries of boomtown are Wichita’s natural and 
timeless resources — grain and oil. Its future is doubly 


assured! 


Wichita Is Now a Hooperated City—Check with Any 


KFH 


Wichita KFH 


Edward Petry Office 


Forward looking ad- 
vertisers are buying 
the present and the 
future with that Sell- 
ing Station in Kansas’ 
Richest Market — 
K FH Wichita. 


w 


5000 Watts Day and Nite 


Relaxing after another week’s work at 
Wichita’s Beech Aircraft. 


Beechcraft Photo 


ICHITA 


Call Any Petry Office 


than any other type of organiza- 
tion, he pointed out. 

These publications have been 
carrying on active campaigns to 
sell advertising space to business 
firms, particularly those with war 
contracts, he said, but bureau in- 
vestigations have invariably 
proved the publications to be com- 
mercial enterprises, operated for 
profit, with no government con- 
nections. 


Obtains Conviction 


“The United Labor Front,” a 
unique swindle operation in New 
York City, obtained $250,000 in 
subscriptions from business firms 
to “advertise” in support of the 
waste paper, fats salvage and war 
bond drives, said Mr. Backman, 
adding that upon exposure of this 
racket, three promoters and five 
telephone salesmen were arrested 
and convicted for conspiracy and 
grand larceny (AA, Jan. 10). 

Samuel Gellard, opportunist and 
petty racketeer, devised an “Over- 
seas Cigaret Service” or “Send ’em 
Smokes” swindle from which he 
realized $11,000 profits by signing 
up business men to buy, for free 
distribution to service men over- 
seas, cigarets in 1,000-pack lots. 
Gellard’s price was $75 a lot, while 
several large cigaret manufactur- 
ers offer the same lot at $50. He 
was duly exposed and convicted. 
In the merchandising field, Mr. 
Backman pointed to the misrep- 
resentation of products in ads pur- 
posely employed to exploit the 
public’s desire to conserve articles 
which have become irreplaceable 
or difficult to replace due to the 
war. Most serious of these, he 
said, has been the sale of delete- 
rious automobile anti-freezes, in 
which manufacturers substituted 
calcium chloride and kerosene, in 
spite of the fact that the damag- 
ing nature of these substances has 
been condemned by automotive 
and petroleum engineers and man- 
ufacturers. The bureau filed com- 
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Commission against these racket, 
eers, he added. 

Mr. Backman _ predicted huge 
swindling operations which ape 
already being planned for the im. 
mediate postwar period and which 
may even surpass World War | 
rackets. He referred to the bij. 
lions of dollars in the publics 
pockets, accrued from war bonds 
which may be used as fertile ter. 
ritory for the exploitation of fake 
security dealers to prey on a “se. 
curity - minded” public. Varioys 
means are being employed today 
by these racketeers to ascertain 
those who invest in war bonds 
and the amounts they hold ip 
order to add them to their “sucker 
lists,” he warned. 


‘Distribution 
Newsletter’ Announced 
“Distribution Newsletter” wil] 
be published beginning in June by 
Magazines of Industry, New York 
publisher of Modern Industry. | 
will be a four-page weekly letter, 
plus a supplemental page present. 
ing new products pictorially. The 
subscription price is $25 a year, 
Robert A. Ward, who has been 
economics editor of Modern Indus- 
try, will edit “Distribution News. 
letter,” with Joseph C. Meehan, 
formerly advertising news editor of 
the New York World-Telegram, as 
chief of the New York news bv- 
reau. Lyman Forbes, formerly 
market research manager of Amer- 
ican Builder, heads the Chicago 
editorial office. 


Reprints Reader Study 


McCann - Erickson, New York, 
has released a booklet entitled, 
“4,500 Newspaper Pictures and 
Their Significance for Advertis- 
ers,” reprinting a series of articles 


rion Harper Jr., manager of the 
copy research department of the 
agency, and V. M. Epes Harper, 


plaints with the Federal Trade 


also of the agency. 


on newspaper readership by Ma-§ 


viewed at thirteen 


9422 interviews reveal that... 


the New York 


POST 
COVERS 


22.8% KEY 
SHOPPERS 


concentrated in the 5 boroughs 


A survey just completed by Fact Finders 
Associates logically places the emphasis ON 
PURCHASERS. 9422 shoppers were inter- 


leading department 


stores — One of the facts that emerged 
was that the New York Post delivered 22.8°/, 
of the Key Shoppers living within the 5 


boroughs who read the evening newspapers. 


Concentrate your sales efforts where shoppers are preponderant . . 


GET YOUR FREE COPY OF FACT FINDERS SURVEY 
for the full study of the New York market 
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MARY McCLUNG, Advertising Director @ ED KENNELLY, National Advertising Mor. 
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Court Rules in 
Favor of Dreyfus, 


Celanese Head 


New York, April 25.—Justice 
Bernard L. Shientag has dismissed 
a stockholder’s suit against the di- 
rectors of Celanese Corporation of 
America to recover $1,000,000 on 
the grounds that they had spent 
this sum to “further, foster and 
subsidize the career, fortunes and 
popularity” of Jean Tennyson, 
wife of Camille Dreyfus, president 
of the company. The justice also 
dismissed a suit questioning the 
services rendered to the company 
py Dr. Henri Dreyfus, brother of 
Camille Dreyfus. 

Justice Shientag ruled in Su- 
preme Court that the directors had 
not been negligent of their trust 
in engaging Miss Tennyson to sing 
on the company’s radio program, 
“Great Moments in Music,”(CBS), 
which cost the company $1,000,- 
000 a year. 

In vacating the actions, he said 
that “on the entire case the direc- 
tors acted in the free exercise of 
their honest business judgment 
and their conduct in the transac- 
tions challenged did not constitute 
negligence, waste or improvi- 
dence.” 


Bayer Filed Charges 


Seymour Bayer, who filed the 
suits, charged that the directors 
were negligent, wasteful and im- 
provident in initiating the radio 
program in 1942 at a cost of $1,- 
000,000, in the selection of the type 
of program and in renewing the 
contract for 1943. 

Justice Shientag found the con- 
tention untenable that a classical 
rather than a variety program had 
been selected to suit Miss Tenny- 
son’s talent as an operatic soprano, 
and concluded: “It would be far- 
fetched to suggest that the direc- 
tors caused the company to incur 
large expenditures for radio ad- 
vertising to enable the president’s 
wife to make $24,000 in 1942 and 
$20,500 in 1943. The evidence 
fails to show that the program was 
designed to foster or subsidize the 
career of Miss Tennyson as an 
artist or to furnish a vehicle for 
her talents.” 

In his ruling, Justice Shientag 
held that the musical quality of 
the Celanese hour had not been 
challenged, and said the fact that 
Miss Tennyson’s participation in 
the program may have enhanced 
her prestige as a singer “is no 
ground for subjecting the direc- 
tors to liability, as long as the ad- 
vertising served a legitimate and 
useful corporate purpose and the 
company received the full benefit 
thereof.” 

Justice Shientag ruled that Dr. 
Henri Dreyfus was “one of the 
world’s leading chemists” and “the 
services he has rendered to the 
corporation in the period under 
review were worth at least $30,000 
annually.” 


W. B. Birren Advanced 


William B. Birren, service man- 
ager of Wright Aeronautical Cor- 
poration, Paterson, N. J., since 
December, 1940, has been named 
Sales and service manager of the 
Company. John Y. Wetzel, for- 
merly assistant service manager, 
has been named to succeed to Mr. 
Birren’s former post. 


Here’s o Tug for 
Your Soles Purse 


Edited by REX W. WADMAN 
cy DIESEL PROGRESS 7 


Joins Kirkpatrick 

Richard G. Montgomery, director 
of the Office of Price Administra- 
tion for Oregon for the past two 
years, has joined the W. S. Kirk- 
patrick Advertising Service, Port- 
land, Ore., as a partner, effective 
May 1. 


7 . . . 
Joins ‘Pencil Points’ 

Russell H. Alvis, formerly with 
Garfield, Harris, Robinson & 
Schafer, Cleveland, has been 
named Cleveland representative 
for Pencil Points, architecture 
Magazine, with offices in the 1133 
Leader building. 


Issues Garden Manual 
The Washington Star has issued 
a 48-page revised edition for its 
“Victory Garden” booklet, written 
expressly for use of gardeners in 
the capital area. It is sold at 25 
cents a copy over the business 
counter of the newspaper, through 
branch classified agencies and by 


49 
Appoints Cory Snow 


Cory Snow, Inc., Boston, has 
been named to handle the account 
of Jones Products, Cambridge, 


Mass., maker of Jones floor wax, 
cleaners and polishes. Newspaper, 
magazine, trade publication and 
direct mail advertising will be 
supplemented by a department 


WOM! Joins Mutual 
WOMI, Owensboro, Ky., has 
joined Mutual Broadcasting Sys- 
tem as a full-time affiliate. Serv-| Utilities Board, 
ice will be started as soon as line| president of the 
facilities are completed. 


Tombras Heads Club 
Charles P. Tombras, 
advertising manager of the Cities 


of Knoxville, Tenn. 


mail. 


store merchandising program. 


assistant 


has been named 
Advertising Club 


TORONTO 


GIBBONS 


ADVERTISING 


MONTREAL 


KNOWS CANADA 
J.J. GIBBONS LTD. 


O° BAY STREET. - TORONTO 


MERCHANDISING 


WINNIPEG, 


REGINA, CALGARY EDMONTON VANCOUVER 


N APRIL of 1906 a group of men stood 

on a hillside watching San Francisco 
die... 

Through their binoculars they saw it 
burning—yesterday a world center of trade 
and finance and society, with a population 
of 400,000 —today shattered by the explo- 
sion of gas mains and gutted by fire. 

And they knew that many thousands of 
homeless were camped around the city— 


without hope, without will to do more than 
mourn their loss. 

But on the hillside were men with the 
knack of leadership and a fierce resolve to 
help their fellow citizens and save their 
stricken city ... Among them were leaders 
like James D. Phelan, Garret W. McEner- 
ney, Franklin K. Lane, Tirey L. Ford, 
Henry J. Crocker, L. W. Hellman, Jr., who 
organized relief for the hungry, sick, and 


wounded, restored the water supply, the 
police and fire-fighting systems—and did 
the scores of other things needed to make 
life livable again for the helpless people of 
San Francisco. 

Later the city’s leaders wired President 
Theodore Roosevelt: “We are determined 
to restore to the nation its chief port on 
the Pacific”...And they did —with the 
high-hearted help of the whole community. 


What handful of citizens could mobilize San Franciscans today? 


HO ARE SAN FRANCISCO’S most 
Wiessertens citizens in this year of 
1944? Who are the men with the vitality, 
judgment, and influence to mobilize a 
whole city behind them? 


For an answer from local people who 
know San Francisco, TIME turned to the 
J. Walter Thompson Company in that 
city, asked them to name the most im- 
portant people there today. 


J. W. T. listed 721 first citizens of 
San Francisco. On its own letterhead, the 
agency asked these top men to name the 
magazines they read regularly and vote 


Of the 417 who replied, 


for their first-choice and second-choice 
magazines. 


1. 64.5% say they read TIME regularly 
— more than read any other magazine, 


no matter how large its circulation! 


2. They give TIME almost three times 
as many first-choice votes as any other 


magazine. 


BOSTON 


@ ; | ? 
\ \ 


The way to reach top people everywhere 


q a ss 


oa = 


As San Francisco’s leaders vote, so vote 
leaders everywhere. For similar surveys 
in other cities are showing similar results. 


And group after group of national 
leaders—corporation officers, members of 
Congress, college presidents, men and 
women listed in Who’s Who (and 31 
other groups) vote TIME America’s most 
important magazine. 
. . * 

The impact of people like these — the 
impact of their actions, ideas, habit of 
progress, and buying preferences on thou- 
sands of others—is beyond measuring. 

And the way to reach them best is 
through the pages of the magazine they 


like best by their own say-so. 
(Ad-less Reader's Digest excluded.) 
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ness and Industry Are Preparing for a Peacetime World - 


Product Design Tops List 
of Equipment Manufacturers 

Of 32 companies replying to a 
questionnaire on postwar planning 
conducted by the Refrigeration 
Equipment Manufacturers Asso- 
ciation, 18 placed product design 
as the most important phase to be 
considered, it was disclosed at the 
meeting of the association in Chi- 
cago last week. 

Four named market research, 
while seven linked both mar- 
ket research and product design. 
Twenty-five predicted “extremely 
competitive” conditions in the re- 
frigeration parts field after the 
war; three thought conditions 
would be similar to ante bellum 
days; and four did not comment. 
Thirty-one companies said they 
would give preferential treatment 
to veterans after the war. 

ok * * 

Not “what will we eat,” but 

“where in the postwar house will 


Saints Sy icc. 


we eat?” asked Practical Builder, 
Chicago, of builders in a recent 
survey. 

In the kitchen, modified dining 
rooms or dinettes, the replies in- 
dicated, pointing toward a trend in 
the average low-cost postwar 
home—$5,000 to $10,000—to elimi- 
nate the dining room and use the 
space for an enlarged living room 
or a bigger kitchen. In more ex- 
pensive homes, however, there are 
many strong advocates for the for- 
mal dining room, the survey found. 

oo 1B 1 


Food merchants compelled by 
wartime labor shortages to adopt 
a self-service or semi-self-service 
store arrangement will continue to 
operate in such a fashion after the 
war. So declares the Progressive 
Grocer, New York, which reports 
that it queried numerous merch- 
ants and found that “in not a 
single instance does a grocer who 
switched to self-service or semi- 


self-service think of reverting to 
counter service” when peace comes. 
Bo aK 

Depletion of dairy herds and 
shortage of dairy products is not 
as bad in “Fortress Europe” as 
some may believe, in the view of 
Dr. Karl Brandt of the Food Re- 
search Institute, Stanford Univer- 
sity. In a paper delivered at the 
meeting of the American Dry Milk 
Institute last week in Chicago, Dr. 
Brandt, who for years has been 
keeping close tab on the food sit- 
uation in continental Europe, de- 
clared: 

“The reconstruction of the Euro- 
pean dairy herd does not require a 
single head of American cows, 
heifers, calves or bulls. What is 
needed is the import of feed in the 
form of oilseeds (the meal of 
which is fed) and of wheat (the 
bran of which goes to dairy 
cows).” He asserted that while 
hogs and chickens were heavily 
reduced in numbers because of 
the war, cattle have been culled 
slightly, estimating that the pres- 
ent herd is perhaps no more than 
10% below its prewar number. 

* bs a 


Several of the nation’s leading 
life insurance companies are mak- 


YOU COVER BOTH IN MILL & FACTORY 


Probably no one knows more about the industrial 
buying set-up than distributors’ salesmen, the men in 
charge of MILL & FACTORY’s circulation. 


They Know the Men 


copy, and naturally wants it to go where it will do him 


the most good in terms of present and future orders. 


Reach Both Key Groups — 
Advertise in MILL & FACTORY 


Who Specify Today 
There isn’t a plant of any size in the United States 


these 1200 distributors’ salesmen don’t “make” once 
a week or oftener. There isn’t an executive with any 
real say in industrial buying they don’t know . 
know well. 
They Also Know the Men 
Specifying for Tomorrow 
Too smart to confine themselves only to men con- 
trolling today’s buying, they make a point —a special 
point-of knowing the executives doing post-war 


planning, the men controlling tomorrow’s buying. 


And what they know about these two key groups, 
they report to MILL & FACTORY ... regularly ... 
because the Industrial Distributor pays for every 


That’s why MILL & FACTORY ’s coverage of the 
men specifying for tomorrow is fully as effective as 
its coverage of the men who specify today. That’s 
why MILL & FACTORY should head your 1944-45 


schedule. a & & 


Conover-Mast Corporation: 205 East 42nd St., 
New York, 17; 333 North Michigan Avenue, Chicago, 
1; Leader Building, Cleveland, 14. Duncan A. Scott & 
Co., West Coast Representative, Mills Building, San 
Francisco, 4; Western Pacific Bldg., Los Angeles, 15. 


es 


ing definite plans for large-scale 
house projects, to be started as 
soon as war restrictions on con- 
struction are lifted, it is reported 
by the Institute of Life Insurance, 
New York. 

Forecasting that nearly $100,- 
000,000 of such housing units will 
be under construction within six 
months of the war’s end, the in- 
stitute added: 

“Life insurance funds will be put 
to work extensively in this new 
field in the early postwar period. 
This will serve the triple purpose 
of providing sound investment for 
policyholder reserve funds, aiding 
the urgent housing needs of the 
nation, and directly contributing to 
postwar employment.” 

* oo 1% 


The executive council of the 
American Bankers Association last 
week in Chicago approved plans 
for mobilizing the private banking 
resources of the nation into great 
cooperative pools of credit upon 
which large and small businesses 
can draw to meet their postwar 
needs. 

A. L. M. Wiggins, president of 
the ABA, asserted that the asso- 
ciation would act immediately to 
put it into effect on a nationwide 
basis. He indicated that the pro- 
gram was the answer of organized 
banking to the threat of govern- 
ment competition in the banking 
field. 

Plans contemplate the forma- 
tion of “credit pools” by which the 
banks of a community can jointly 
participate in any term loan too 
large for any one of them to ex- 
tend individually. These “pools,” 
in some respects similar to the 
“Vv” loans made by a number of 
banks in extending credit to a 
war industry, would be organized 
on a local, regional or national 
basis, according to the size of the 
commitment, it was explained. 


Erwin Haskell Schell, professor 
of business management, Massa- 
chusetts Institute of Technology, 


Advertising Age, May 


Guild Opticians of Philadelphia realize the 
importance of good eyesight to Service Men... 
and, we are aware, too, of the limitations and the 
tremendous strain on Government optical 
facilities in forts, fields and camps. 
So we, Guild Opticians. now offer to all Servic 

Men with G. L Glasses our facilities to edjust, 
refit and align their glasses without obligation. 
We invite you, Service Man, to drop in at any 
time ... and as often as you desire ... to have 
your glasses put “on the beam” for elficient 


CHOOSE THE GUILD OPrICIAN 
MOST CONVENIENT TO You 


&) Guild Opticians 


Becommended by Physicions 


MULLEN & WOU 
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FREE SERVICE—In line with the opti- 
cal service set up by a volunteer sales. 
man at the Chicago Service Men's 
Center (AA, Feb. 28), 23 opticians 
unite in their Philadelphia newspaper 
advertising to offer a free service to 


G, |. Joe. 


in an article in the March issue of 
Dun’s Review, declares that ex- 
perience garnered thus far in post- 
war planning has taught, in part: 

That it is undesirable to segre- 
gate postwar planning in the 
hands of a single individual with 
a staff exclusively at his command. 

That the operating head of the 
company needs to give postwar 
planning considerable personal 
time and thought and to demon- 
strate that he is capable of dealing 
with such an issue in a construc- 


..»A 11-COUNTY 


MARKET of 
257,233 


® This | |-county market is Texas’ 
largest . . . and has Post-War 
prospects of maintaining its phe- 
nomenal growth. 


@ If you want to do the most in 
Texas — KEEP YOUR EYE ON 
THIS ALL-IMPORTANT MAR- 
KET. 


Retail Sales 
u 397% 


Bank Deposits 
up 1046% 


PostalReceipts 
up 652% 


- 
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CONOVER-MAST PUBLICATION: 


@ TEXAS’ LARGEST ONE-PAPER MARKET 


- . . with a complete Coverage by— 


The Corpus Christi CALLER-TIMES 


REPRESENTED BY Texas Daily Press League 
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tively imaginative way if the com- 
pined efforts of the organization 
are to be stimulated to fullest use. 

That in some fashion the entire 
organization should be given op- 
portunity to contribute to postwar 
thinking. 

That the brunt of the spadework 
of postwar planning should be 

laced on younger shoulders. 

Prof. Schell urged that when 
“the company reaches the point of 
satisfying the government in point 
of quantity, quality, and delivery 
of wartime output,” it should be- 
gin planning its postwar activities. 

oo 1 % 

A home radio and television set 
retailing at about $200 may be 
expected after the war, according 
to T. F. Joyce, manager of the 
radio, phonograph and television 
department of Radio Corporation 
of America. Addressing the post- 
war planning forum of the Na- 
tional Electrical Wholesalers Asso- 
ciation, New York, recently, Mr. 
Joyce asserted that a market anal- 
ysis has shown that 61.3% of the 
people are prepared to buy a tele- 
vision set at this price. 

He predicted that the sets will 
be installed in 741,000 homes 18 
months after they become avail- 
able. 

“Within three or four years after 
the commercial resumption of 
television,” averred Mr. Joyce, “a 
network will connect the main 
cities on the East Coast between 
Washington, D. C., and Boston, and 
by the end of the fourth year a 
1,500-mile network circuit will 
connect the Midwest with the At- 
lantic Seaboard. This trunk line 
television network, with the sec- 
ondary networks that would be 
offshoots of it, will serve the 19- 
state area bounded by Illinois and 
Wisconsin on the west and Vir- 
ginia and Kentucky on the south.” 

At the end of the fifth year, he 
said, television transmitting sta- 
tions will provide coverage for the 
157 key cities of the country. By 
that time, he added, engineers 
should be able to develop a low 
cost automatic rebroadcasting tele- 
vision transmitter to provide cov- 
erage of the smaller markets. 

oo Ed % 

A study of postwar markets for 
the paint industry has been 
launched by the National Paint, 
Varnish and Lacquer Association, 
Washington, D. C., through its 
postwar planning committee. Re- 
sults of the study, embracing all 
fields affecting the paint industry, 
will be contained in a_ bulletin 
service entitled “Looking Toward 
Tomorrow.” 


Tarpey in New Post 


Malcolm F. Tarpey, formerly an 
advertising agency, radio and 
moving picture writer, has been 
named radio director of the Pacific 
Coast Advertising Company, San 
Francisco. Stephen H. Schaffer, 
formerly with the National Broad- 
casting Company, has been named 
to the radio production staff of the 
agency. Norman W. Mork, media 
director, will assume the duties of 
Spot and time buyer. 


Names Mrs. Gilbert 


Mrs. John M. Gilbert II, for- 
merly program director of Station 
WKIP, Poughkeepsie, N. Y., has 

n named an account executive 
of the Randall Company, Hartford, 
Conn., agency. She will also head 
the agency’s radio department. 


“It was over WF DF Flint 


that I first heard ‘Anchors 
Aweigh. ” 


(ee 


Blood Urges Need 
of Distribution 


in Postwar Plans 


Philadelphia, April 25.—If we 
fail to plan now for the job not 
only of producing peacetime goods 
but of distributing them, we may 
be “whammed with a postwar in- 
dustrial.Pearl Harbor,” said How- 
ard E. Blood, president of the 
Norge division of Borg-Warner 
Corporation, at the meeting of the 
Sales Managers’ Association of 
Philadelphia yesterday. 

Speaking as chairman of the dis- 
tribution committee of the Na- 
tional Association of Manufactur- 
ers, Mr. Blood accepted the How- 
ard G. Ford award for distribu- 
tion, awarded this year to the 
NAM by the Philadelphia group. 

Any assumption that we will 
automatically have full employ- 
ment because of the combination 
of scarcity of goods and high pur- 
chasing power is unsafe and dan- 
gerous, said Mr. Blood, and “we 
shall have been criminally negli- 
gent if during these times we fail 
to plan for the job beyond.” 


$100,000 Libel Suit 


Costs ‘Digest’ 6 Cents 


The Supreme Court in White 
Plains, N. Y., ruled against the 
Reader’s Digest Association and its 
principal editors in a book libel 
suit by Friedrich Kunze of New- 
ark, N. J., who sued the defend- 
ants for $100,000, charging that in 
the Digest’s condensation in 1942 
of the book, “Sabotage,” he was 
falsely accused of Nazi activities. 

During the two-day trial before 
Justice Meier Steinbrink, Mr. 
Kunze offered evidence that his 
sympathies have been with the 
U. S. ever since he arrived from 
Germany in 1911 by jumping ship. 
Although denying a libel, the de- 
fendants contended Mr. Kunze had 
not been damaged if a libel had 
been committed. Mr. Kunze was 
awarded six cents. 


NIAA Names Darcel 


A. P. Darcel, advertising man- 
ager of Crane Ltd., Montreal, and 
president of the Technical Adver- 
tisers Association of Montreal, has 
been elected vice-president for 
Canada of the National Industrial 
Advertisers Association. 


Pound Is Advanced 


G. C. Pound, formerly vice- 
president in charge of sales of the 
Kraft Cheese Company, Chicago, 
has been elected executive vice- 
president, succeeding to the office 
left vacant for more than a year 
by election of John H. Kraft to 
the presidency. Arthur J. Riddle 
has been named a vice-president 
and director to succeed F. J. 
Bridges who has retired from the 
board. 


Seeks to Buy KYUM 


John J. Louis, Chicago adver- 
tising executive, has asked the 
FCC for authority to buy control 
of Station KYUM, Yuma, Ariz., 
contingent upon FCC’s approval 
of an earlier request for permis- 
sion to acquire Station KTAR, 
Phoenix, Ariz. 


51 
Starts Spot Campaign 


A new transcribed spot cam- 
paign starring Irene Beasley in 
songs and selling copy has been 
launched over Stations WJZ, 
WMCA and WNEW, New York, in 
behalf of Wesson Oil. According 
to Kenyon & Eckhardt, agency on 
the account, the campaign will be 
extended to other markets. Miss 
Beasley is heard on a daily 15- 
minute live program over 45 CBS 
southern and western stations for 
Wesson Oil and Snowdrift. 


Names Jones & Taylor 

L. A. Darling Company, Bron- 
son, Mich., maker of store display 
fixtures, has named Carter, Jones 
& Taylor, South Bend, Ind., to 
handle its advertising. Retail store 
, display publications will be 
used. 
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WILL YOU NEED A POSTWAR NEW ENGLAND DISTRIBUTOR ? 


I 
Energetic 39 year old sales executive now employed seeks exclusive 1 
distribution for products of merit. Successful 20 year sales record with 1 
well rounded experience in management, advertising and sales promo- 1 
tion. Interested only in sound proposition with or without investment. I 
Box 4763, Advertising Age, 100 E. Chio St., Chicago 11, Illinois. 1 

4 


ENCYCLOPEDIA. 


@ The paid circulation of PLASTICS CATALOG — 1945 
Edition — will be 17,500 . . . (Price —$6.00 per copy) .. . 
a 1,500 greater market coverage than its highly regarded 
and repeatedly referred to predecessor. Advertising 


space reservations advised at once. Paper restriction 


limits the page supply. Wire today! 
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Treasury Outlines 


Plans for Biggest 
Bond Drive of All 


New York, April 25.—Based on 
preliminary estimates, the 5th War 
Loan drive, which gets under way 
June 12 and runs through July 8, 
will be sparked by the biggest ad- 
vertising campaign this country 
has ever seen, with business and 
industry expected to contribute 
some $25,000,000 in space and time 
in this brief four-week period, 
Thomas H. Lane, director of ad- 
vertising, press and radio of the 
Treasury’s war finance division, 
told more than 300 advertising ex- 
ecutives, publishers and agency 
men Friday at a meeting spon- 


sored jointly by the Treasury and 
War Advertising Council. 

This huge campaign will be 
made possible by the untiring ef- 
forts of all the people and forces 
of advertising, Mr. Lane said, from 
the agencies which prepare war 
bond ads without cost under the 
auspices of the War Advertising 
Council, to the newspapers, radio 
stations, outdoor plant operators 
and magazines which pay for 
these messages or contribute their 
facilities, and the literally thou- 
sands of patriotic advertisers, both 
large and small, who devote their 
advertising appropriations to the 
furtherance of war bond sales. 

“No other segment of private 
enterprise has done more to win 
the war on the home front, and 
they will come through again in 
this, the biggest home front cam- 
paign of the war,” he added. 

It also was disclosed that the 5th 
War Loan drive is going to be 


Covers BUYERS in Charge of Catholic Churches + 


Schools «+ Institutions 


A National Publication, published bi-monthly at Milwaukee, Wis. 


given an auspicious send-off, with 
Frank E. Tripp, of the Gannett 
Newspapers and chairman of the 
Allied Newspaper Council, con- 
tacting every daily in the country 
for the purpose of having them 
carry a reproduction of a $100 war 
bond on their front pages on the 
opening day of the drive. 


Magazines Contribute Covers 


In addition, virtually every 
magazine in the country will de- 
vote its entire front cover to a 
reproduction of a war bond. 

The drive, in which individuals 
will be asked to buy $6,000,000,- 
000 in war bonds, or $700,000,000 
more than in any previous loans, 
is for a quota of $16,000,000,000. 

Guy Lemmon, campaign man- 
ager of the War Advertising Coun- 
cil, said that in order to get indi- 
viduals to buy $6,000,000,000 in 
bonds, they will be asked to pur- 
chase double the extra bonds they 
bought last time, to put $100, $200, 
$500 or more in cash into extra 
bonds. 

“With invasion in the air, the 
5th War Loan offers a tangible 
way in which the public can be 
made to feel a closer personal par- 


prrtting \t 
Neer Comes te a 


TO SPUR BOND SALES—June issues 


Advertising Age, May 1, 194 


This American is not expected to buy 
an extra War Bond in the 5" WAR LOAN | 


Then remember that you're net giving 
anything. You're senmly fending one 


inn the best lavestanemt iy the 


Let’s Go... for the Knockout Blow! 


of general magazines will carry this 


5th War Loan drive copy prepared under auspices of the Treasury Depart- 
ment and War Advertising Council. 


ticipation in the war,” Mr. Lem- 
mon said. “Advertising that welds 
the coming invasion, we believe, 
will stir the conscience of every 
American and persuade him to 
act.” 

Others who outlined details of 
the coming drive were Ted R. 
Gamble, national director of the 
Treasury’s war finance division; 
Stuart Peabody, advertising direc- 
tor of The Borden Company and 
Council coordinator of finance 
campaigns; and Dr. Rensis Likert, 
head of the U. S. Department of 


Agriculture program surveys di- 
vision. 

“Back the Attack ... Buy More 
Than Before,” will be the slogan 
for the 5th War Loan drive. 


Oldroyd Advanced 


Harold Oldroyd has been named 
secretary and a director of Blue 
Moon Foods, Thorp, Wis., maker 
of Blue Moon cheese spreads and 
Gold N’ Rich cheese, and will b 
in charge of purchasing, advertis- 
ing and sales promotion. 


Now...more 


than ever... 


... another big job for PAPER 


The Fifth War Loan — $16,000,000,000, please — 
is a big job for you — and it's a big job for 


paper, too. 


Paper will carry the brunt of the selling burden. 
Posters, newspapers, cards, stickers—paper will 
carry the millions of messages from the govern- 
ment just as it has done for every War Loan 
drive to date. 


The government is asking more than ever before 
from the American people — and will get it. It is 
also asking more than ever before from the 
paper and pulp industry — and it will certainly 
get that, too. 


Yet this drive is but one of dozens now using 
paper in vast quantities to put their appeals 


across. Transportation, Salvage, Victory Gar- 
dens — paper is essential to the success of all 
such campaigns. 


Do you wonder, with such demands now being 
made upon the paper and pulp industry, that 
paper is among the first of all critical materials? 


Add to these demands the tremendous increases 
in actual war use — from paper raincoats to 
underground newspapers — and you'll begin to 
see why every scrap of paper is vitally needed. 


Making a thousand miles of paper a day, as we 
do, we know the problems that face the indus- 
try. We know that paper is precious for the dura- 
tion. Use it with thrift. Don’t waste it. BACK THE 
ATTACK. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. 


WESTERN SALES OFFICE: 35 E. Wacker Drive, Chicago 1, Ill. 
MILLS AT: Rumford, Maine; West Carrollton, Ohio 


YOU should 
look to Faithorn 


With the war making a big demand on person- 
nel, advertising agencies and advertisers must 
look to the best and simplest way to handle their 
production requirements. This can be accom- 
plished through Faithorn compLeTe sERVICE— 
Ad-setting, Engraving and Printing, with art 
work and layouts — all under one roof. Why 
send cuts to one concern, type to another, 
blocks away, and then give your printing to a 
firm even farther distant? You can cut costs, 
eliminate worry and save TIME, TROUBLE and 
MONEY by having Faithorn do the complete job. 
Only one contact and one order necessary. Let’s 
get together. Write, or phone Whitehall 2300. 


FAITHORN IS THE ONLY CONCERN IN CHICAGO 
THAT OFFERS THIS COMPLETE SERVICE, 


Faithorn Corporation 


AD-SETTING + ENGRAVING + PRINTING 
400 N. Rush Street + .Phone Whitehall 2300 + Chicago 11, Illinois 


ir oe 
gr *ES 


aie 


Bs 
.- 


severe 


Dec 
retain 
for th 
ata s 
the a 
land g 
in gett 
asks: 

In r 
copy p 
quired 
haul ¢ 
freight 
low tk 
traffic, 
have | 
many | 
receive 


000,000 
ernmer 
in the : 
proxim 
govern: 
private 
vinced 
for the 
densom 

Leo | 
isthe a 


THREE 


Jae F ] 
[ee e te OE >. ag j a os h 4 ~~. é . ie, 
seat ay Ne ee Ree vs ~ ( y al 
‘aici iin. Sis ? are 2 ait ~*~ “Wi Bs ee J ‘am 
eae x:"™€§' LO ET PAN wy. 
oe | te ie Se EY Le ice 
oes oe FI fs pif a J +e * by a J ~ - 3 ae: ¢ : Ch 
ssi os ie Om By sn ee ca "% eo 2 move 
7 ree r FY ee OE oe i P gran 
vee oa ct. a te iw “- when 3 _ ang ‘i ‘ ere en Fe re 
7 = he “ ate he = Ja aN & * 4 tensi 
abel Be sa ee Y OM ae wet out 
eS ee 3. Ree 5 SN eee iF tutio. 
— eee the te a — aboli 
Pp ve: ee ae ae ee ate ae * eo 
Be cn eke ODO Aer al ad also 
ae * Pod ae oe * ae busin 
 ? Pa a a > oo 
a Lor Ye A eel : ee a Bot ty & 4 land 
a . a ; , y N 1, ee. . 
Be oy Sat : bs a “ be ae C ; > we the 1 
OT at eee, / 1) AB ate a adopt 
BE my: + wt! ne .. he + sp ek bean?” bee 
Pies —_—_—_—_—_—_—_—_<_$$__""aas_ ee _ _ _ _ sss Poe - nd a: ay Ss "ite ee ( 
pepe se © En eo hg aa Se AG RE Cua aagk i Lae oe ee Ne As ge tthe es | v& Ss . See “2 Pe West, 
oes 4 ‘ mw Y * 5 é p PE gee AD : INI sik RATIO . : * i ne 4 “Rie Nas of oe wante 
ai ; gs Sut we are. you and asks you te huy extra Bonde, think great 
‘on ae = a For each of us here at home the joh new en ey ma'd give to have thin Wer over _ be rich 
on : | wee bind | 
a a LLL : When the Vierory tl 1850s 
aan ee Me) - roads 
— : i. a grant 
a _ oe et ~ Nee side 
a ——— ae jena 
ig — egee ee er ie a A these 
- is BE er — a ce) pgs ae ad . m , ae i ‘ 4 ¥ aN 
ee ges 303 Oe gre feat oATe. a 
a 05 EE aa «GET a ie at a are  % Ay Se en W e oF a EEE eo i. 
_ ee ov ae oan SE Seer We | 
a ache ye es at opty, io wnie ‘a. 
ee - TT Sd % aaa AY VX MS re «nt ie Bi 4 y “i 
> a a ‘ we : UN ro aS rrow hy ag: 19 4 4 ih 
ae : j i P Ce msi a4) a ee ver “xv pe be z Y fe en ae i, ces % | 
—sdsF 0° Ee” » ae —— 
Beene t 4, be a ae RE im hints on _ <g 
oa. Si r\ ‘a ee 2 _ ee 4 i 
ee = To 0 2a a WPS: a . ey 
te . 5 wR: * oe eae ae - 4 | 
Sit ag : ee j : é . ce g MRE ee) 7 ‘ | 
ie: J ; Me iy ‘ ; eae , j 7 _ eae ae pee eo ag . ‘ Ms ; iy % | 
er an “ a, a 5 4 er. at a P Z de 
—_ 4 7 ke EN e bt ne " ‘a dil ; ‘ ‘ : : i F; 4 | | 
oo ae Py risa: ; ’ f s “ Tig Re , 
a» @ eee 7 ——- I MMM LEN 
_ = pie fee, 4 a Pe : ae re 7 
ae , & i m" > ia—_ fs. ~~ \-. Tae ng 
—_— ,\ tig . ae _ hee Wega Fa ¢ have e 
ae. Seer ee. ' pen as ° 
i. a” é eee en ae a 4 \ H . P (=, 2 were I 
- : & i ag | ¥ a a 7 , 
a. . a \ ‘cassie Me e eS eae he a, M7 a\ Santa 
x aa rae ne * i. Mrs sy 
a gem oe om a ~ 
— cS ee PRINTING 
| o) SAVIN oes Pi 
eeape m : Gy ' W AR ES wns? 
-. ‘®) sER! ——— > 
Rae ait: ih, & hee a - pe 
ia __- 
. 2 Miss 
ee Biss 
. = Auro 
ws a joi 
4 sn Inc., Ni 
J -_ ager of 
a 4 ent. 
= ee cDo 
a Geral] 
i a i the 
ene Yewspa 
part ow 
Cresn 
epreser 
ere cs ie ee ee M 
: : a 7 If they 
SA Poster 
izes. ie 
Pei ? a 
7 PAPER cb 
7 :/ PACKS A WAR = litent 
, : _PuncH! Serious. 
Rey gs ICTORY 
eee Jdepovin, i Ze 
; $Y 7 > + = Ve; BUY 
’ j 4% ~> UNITED 
: , eC i - me > <3 STATES 
Raa | *Y os i 
es ss 
“f - 3 i ; ; ¥ = 3 2 2 4 , ; pale ic: ; . } a 


Santa Fe Copy 
Urges Repeal of 
Land Grant Policy 


Chicago, April 27.— With the 
movement for repeal of the land 
grant system mounting, the Santa 
Fe railroad has released to an ex- 
tensive list of newspapers through- 
out the country a 1,000-line insti- 
tutional advertisement urging its 
abolition. The advertisement has 
also been scheduled in several 
pusiness papers, 

Under the caption, “The railroad 
land grant as seen by Santa Fe,” 
the railroad copy tells how and 
why the land grant policy was 
adopted by the government, and 
why it should be abandoned now. 

“To speed the settling of the 
West,” copy relates, “our nation 
wanted railroads pushed across 
great unsettled areas to develop 
rich but distant regions and to 
pind the country together for mili- 
tary and other reasons. In the 
1850s and 1860s, to encourage rail- 
roads to push their tracks into the 
undeveloped territory, Congress 

anted the odd sections on each 
side of the track to the railroads, 
with certain ‘strings’ attached, and 
these grants varied in depth up to 
several miles.” 


“Out of Date?” 


Declaring that the even sections 
retained by the government were 
for the most part sold to settlers 
at a substantial increase in price, 
the advertisement adds that the 
land grant policy was very helpful 
in getting the railroads started, but 
asks: “Isn’t it out of date today?” 

In return for their land grants, 
copy points out, railroads were re- 
quired, for all time to come, to 
haul government passengers, 
freight, and mail at rates far be- 
low those applicable to ordinary 


is-@ traffic, with the result that they 


have paid out in reduced rates 
many times the amount they have 
received from the land grants. 

“In more than 80 years which 
have elapsed since the land grants 
were made,” copy continues, 
‘Santa Fe’s net realization from 
these lands has been about $23,- 
000,000. In 1943 alone, the gov- 
emment received from Santa Fe, 
inthe form of rate reductions, ap- 
proximately $40,000,000. Many 
government agencies as well as 
private shipper groups are con- 
vinced that the time has arrived 
for the entire repeal of these bur- 
densome land grant requirements.” 
Leo Burnett Company, Chicago, 
isthe agency. 
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lems). And when they got my visuals 
ING for O. K. they'd say... Verother 
, Koch, where have you been all my 
[llinois life.’ I'll send specimens — if you're 
Serious. 
Dat 


Miss Blando to Morse 


4 joined Morse International, 
In., New York agency, as man- 
ger of the export media depart- 


cDonald Elected V.P. 
Gerald B. McDonald, secretary 
f the American Association of 
ewspaper Representatives, has 
n elected vice-president and 
art owner of Williams, Lawrence 
Cresmer, New York, newspaper 
epresentative. 


IF SALES 
MANAGERS 
ONLY KNEW 


If they knew how effective my monthly 
Poster messages can be they would 
order a dozen (based on THEIR prob- 


KOCH 


POSTER MESSAGES 
THREE BARNS—STORMVILLE, N. Y. 


Calls Newspapers 
Cross-Section of 


American Industry 


New York, April 25.—Gathering 
the news, producing millions of 
pages of newsprint in a few hours, 
and distributing it to distant parts 
of the world has made the news- 
paper a cross-section of all Ameri- 
can industry, said Charles F. Ket- 
tering, General Motors research 
executive and chairman of the Na- 
tional Inventors’ Council, paying 
tribute to the American News- 
paper Publishers’ Association, at 
its annual convention. 


Mr. Kettering, who spoke over 
the NBC network during the in- 
termission period of the GM Sun- 
day symphony program, pointed 
out that the 240th anniversary of 
the first successful newspaper 
published in the United States was 
April 24, the opening day of 
ANPA’s annual convention. John 
Campbell, postmaster of the port 
of Boston, published the Boston 
News-Letter on April 24, 1704; a 
handwritten news-letter which he 
sent to government officials, said 


the GM executive. 

Every phase of our modern 
civilization owes much to the hard 
work of men who invent these 
new things, said Mr. Kettering, re- 
ferring to the linotype and other 
inventions closely related to the 
newspaper industry. Those who 
provide and risk money on what 
appear at the time to be foolish 
projects, and the skilled craftsmen 
who know how to put them into a 
practical form, thereby making 
them available to the public, are 
doing a heroic job, added Mr. Ket- 
tering, a noted inventor himself. 


Names Lloyd Larson 

Lloyd Larson Advertising, Chi- 
cago, has been named to handle 
the advertising of animal Yeast 
Foam products for the animal food 
department of Northwestern Yeast 
Company, Chicago. Trade, farm 
a. poultry publications will be 
used. 


Associated Is Named 


Associated Publishers, Inc., New 
York, has been named national ad- 
vertising representative of the In- 
former Group of papers. 


Personna Launches 
Father's Day Drive 


Personna Blade Company, New 
York, has begun a nationwide cam- 
paign featuring a Father’s Day 
gift box of 50 Personna razor 
blades and “blade mail,’ which 
contains 10 blades and space for a 
letter to service men. 

Built around the theme, “One 
man tells another—Personna is the 
blade to buy,” 100-line ads have 
been scheduled in 177 newspapers, 
supplemented by large-space in- 
sertions in five national magazines, 
Wesley Associates, New York, 
handles the account. 


Leydon Gets New Post 

Harold J. Leydon, eastern sales 
manager of North Star Woolen 
Company for the past three years, 
has been named general sales 
manager with headquarters in 
New York. 


McCullough Joins JWT 

Frank McCullough, formerly 
with Ruthrauff & Ryan and Young 
& Rubicam, has joined J. Walter 
Thompson Company, New York, 
as account representative. 
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Creates Radio Award 

Creation of the Edward L. Ber- 
nays Radio Award of $1,000 to be 
given the persOn making the 
greatest contribution during 1944 
to democracy through the medium 
of radio has been disclosed by the 
Ohio State University. The project 
was made possible through a gift 
by Mr. Bernays, New York public 
relations counsel. 


To Head Own Business 
David B. Hills, designer and 
purchasing executive for Northam 
Warren Corporation, Stamford, 
Conn., has resigned and_ will 
launch a service under his own 
name for the creation, develop- 
ment and manufacture of selling 
aids. The new office will be at 247 
Madison Ave., New York. 


For Signs of 
the Future 
Look to— 


Gn CO. L1MA, OHIO 


“I KNOW THE FARMERS WHO READ CAPPER'S FARMER 


Says C. C. Johnson, Cashier 
Starke County Trust & Savings Bank 


Knox, Indiana 


Bankers in farming communities know the people 
they serve ... they know the background of the fam- 
ilies . .. they know the kind of land, equipment, and 
ability that it takes to make farming pay . . . that’s 
why Capper’s Farmer checks its subscriber lists 


against the banker’s intimate knowledge of farmers. 


In the Mid-American farm- 
lands there are more than 
1,250,000 families who read 
Capper’s Farmer and farm for 
a living. It is a clean, high- 
grade readership devoid of 
mass small-town circulation. 
These families look to us to give them the farm-tested, money-making ideas 
that other good farmers have found profitable. This is done in full meas- 
ure and it is this editorial policy that attracts and holds the readers of 
Capper’s Farmer—the kind of farmer who is well-regarded by his banker. 


CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer's Language 
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Salner Is Advanced 


Edward Salner, assistant works 
manager of the Koppers Company, 
Bartlett Hayward division, Balti- 
more, has been named manager in 
charge of the tar and chemical 
division’s industrial relations in 19 
plants in eastern and_ central 
United States. His headquarters 
will be in Pittsburgh. 

Increase read- 


FREE ership of your 


ads with LIFE-like EYE* 
CATCHER photos. Nothing 
like them anywhere. Used 
by biggest advertisers. NO 
new subjects monthly. Mat 
or glossy print plan 
month. Write for 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 E. 38th St., 
New York 16. 


new 


Sell it with MOSS 
PHOTOS 


1,000 lots. No order too 
small or large. Postcards, 
2c. We photograph every- 
thing. 

Super special: 30x40 
giant blowups, mount- 
ed ‘on heavy board, 
$2.45 each in lots of 10. 


Write for free samples, price list YY ; 
S PHOTO SE‘ 


VICE 
155 W. 46th St, N. Y. C. 19, BRyant 9-8482 


Goodyear Film Tells 
Synthetic Rubber Story 


A motion picture depicting the 
manufacture of synthetic rubber 
in one of the nation’s newest 
plants for making that vital war 
material has been completed by 
the Goodyear Tire & Rubber Com- 
pany, Akron, O. One version of 
the film was made for release 
through the Bureau of Mines film 
library in Pittsburgh, and another 
for release through Goodyear’s 
motion picture department. Copies 
of the film for public or pri- 
vate showings are available also 


5|through all the company’s branch 


offices and through its mechanical 
goods field representatives. 

The film shows how the nation’s 
lost natural rubber sources were 
replaced in a scant two years with 
facilities for making synthetic rub- 
ber, and makes clear that milk- 
weed, goldenrod, cryptostegia, 
guayule and similar plants are not 
sources of synthetic rubber. 
Rather, it points out, they are 
sources of natural rubber but the 
quantity of latex in such plants is 
so small and so difficult to extract 
that they may never become im- 
portant factors. 


Direct Mail Entries to 


Be Judged on War Value 


Entries in the Fifty Direct Mail 
Leaders contest, sponsored by the 
Direct Mail Advertising Associa- 
tion, will be based on their value 
to the war effort, according to E. 
D. Madden, chairman of the con- 
test committee and vice-president 
of McCann-Erickson, New York. 
In addition, a plaque will be 
awarded for the best service men’s 
bulletin or literature for service 
men. Material prepared between 
Sept. 1, 1943, and Aug. 31, 1944, 
will be eligible. 

Howard Korman of McCann- 
Erickson, president of DMAA, has 
mailed letters to members request- 
ing suggestions for the 1944 direct 
mail conference program. 


Graver to Admiral 


Richard A. Graver, formerly 
central region merchandise man- 
ager of the RCA Victor Division, 
Radio Corporation of America, has 
been named midwest regional 
manager in charge of sales of 
radios and home appliances by the 
Admiral Corporation, Chicago. 


Popular Mechanics 
lets the 


alendar 
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From the North African theater of operations, where he is pub- 
lications officer of the “Stars and Stripes,” to Tuckahoe, N. Y., 
came Col. Egbert White, in time to give away his daughter Elizabeth 
in marriage to Corp. Theodore D. Lockwood of the Sky Troops 
at Camp Hale, Col. Col. White, in civilian life a v.p. of BBDO, is 
back on a mission for the publication. . . 

More than 100 business associates and friends of Harold A. Wise, 
v.p. and ad dir. for Macfadden Pubs., gathered in New York’s 
Biltmore Hotel in honor of his 25th anniversary with the company, 
Orr J. Elder, pres., who recently observed his 40th year with the 
organization, which was duly 
celebrated with a large party, 
served as master of ceremon- 
ae 

The encroachment of old age 
has only served to sharpen the 
wit and expand the good hu- 
mor of John Benson, retiring 
Four A’s pres., who says he’s 
going to make his Maryland 
farm a haven for old, broken- 
down, indigent admen. Only 
qualifications needed to make 
use of the farm’s old inn with 
its huge verandas are that 
these admen must be 60 and 
respectable. But they’ll have 
to dig their own potatoes, catch 
their own fish and supply their 
own tobacco and gasoline, the 
venerable Mr. Benson adds... 


J. H. (Jack) North, with 
Aubrey, Moore & Wallace, Chi- 
cago, is on the receiving end of 
sympathetic remarks after an 
auto accident laid him up tem- 
porarily. He’s sending his 
friends this note: “It’s one thing 


EXCHANGE GREETINGS — On a re- 
cent visit to Detroit to address the 
Economic Club, Eric Johnston (right), 
president of the U. S. Chamber of 
Commerce and a Norge distributor of 
Spokane, Wash., shakes hands with J. 
H. Neebe, vice-president, Campbell- 
Ewald Co., the Norge agency. 


... During the coming summer, Popular 
Mechanics is going to absorb the pre- 
dated issue—as one advertising man ex- 
pressed it—and from September first on, 
the magazine will reach newsstands and 
subscribers on the first of whatever month 
is shown on the magazine itself. 

Here is how it will be done. 

The June issue will go out on May 
first, just as it has for years. It will be 
succeeded on newsstands and in the mails 
by the July issue on June tenth. The ad- 
vertising forms for this July issue will 
close May fifteenth. The August issue 
will follow on July twentieth and its clos- 
ing date will be June twenty-fifth. And 
the September issue, which will close 
August eighth, will be on newsstands and 
in the mails on September first. A month 
will have been absorbed. 

Advertisers who have learned of the 
plan approve it and its time of adoption. 
They like the extra ten days of reading 


< | pines jf 


. ISSUE CLOSES 
° June April 12 
. July May 15 
4 August June 25 
. September Aug. 8 
: 


catch up 


time that advertising in each of three 
summer issues will enjoy. That added 
life will justify a fullschedule right through 
the summer months. 

It means, too, that from September 
on, an advertiser buys the issue of the 
particular month in which his message is 
most pertinent. No more buying one 
month’s “issue” to get the preceding 
month’s “reading.”” Magazine and cal- 
endar will be in step. 

And, as indicated above, it is going to 
affect closing dates. A specific month’s 
issue no longer will close on the twelfth of 
the second month preceding date of issue, 
but on the eighth of the month immedi- 
ately preceding date of issue. 

So plan to schedule your timely adver- 
tisements for the months in which they 
will prove most effective. Then advertis- 
ing, too, will be in step with magazine 
and calendar. 

Any questions? 


ON SALE 


May 1, to June 9. 

June 10, to July 19. 
July 20, to Aug. 31. 
Sept. 1, to Sept. 30. 


All following issues will coincide with calendar months and will close on eighth of preceding month. 


CHANICS''°""""" 


agag ine 


200 East Ontario Street, Chicago 11, Ill. « New York « Detroit + Columbus 


to dream of being in bed with 
a cast—but—take it from me, 
the cast I woke up with is certainly no ‘dream.’”. . 

Charles W. Carroll, pres. of the Universal Bookbindery, San 
Antonio, who narrowly edged out Mayor Mauermann in a hog- 
calling contest, came right back three days later to tell the San 
Antonio Adclub, in a clear voice, all about postwar plans for the 
city. . . Frank M. Schwab, head of Schwab Advertising System, 
Davenport, Ia., has been elected pres. of the Davenport Rotary 
Cid... 

D. Hiden Ramsey, gen. mgr. of the Asheville Citizen-Times, was 
the speaker at the recent initiation ceremonies for 16 new members 
of the women’s college section of the North Carolina chapter of Phi 
Beta Kappa. . . Tom Ross, art dir. of Ketchum, MacLeod & Grove, 
Pittsburgh, was a member of the five-man jury that judged the 
poster section of the Nat’l High School Art Exhibit at Carnegie 
Institute. .. 

Charles H. Garland, asst. sales mgr. of WBBM, Chicago, has 
resigned in order to devote full time to being mayor of Des Plaines 
and to campaigning for representative in Congress. He won in the 
recent Illinois primary by a 3-1 margin... 

Edwin S. Friendly, v.p. and genl. mgr. of the New York Sun, re- 
cently became a new grandpop when daughter Helen presented her 
husband, Malcolm Foster, with a newcomer, who has been named 
after his dad. . . 

The date is May 6. The place is Sherry’s. The event: Nuptials 
of Barbara W. McGraw, daughter of Mr. and Mrs. James H. Me- 
Graw Jr., pres. of McGraw-Hill Pub. Co., and Stanley A. Sweet 
Jr. Mr. McGraw will give his daughter in marriage, while his son, 
James H. McGraw 3rd, will be one of the ushers. . . 

At the recent testimonial dinner of the Sales Execs Club of New 
York to Richard H. Grant, retired v.p. in charge of sales of Gen- 
eral Motors Corp., held in the Waldorf-Astoria, Thomas H. Beck, 
pres. of Crow- 
ell-Collier Pub. 
Co., who was 
selected to pre- 
sent a plaque to 
Mr. Grant, 
opined: “I don’t 
know why they 
picked me to do 
this. I’m gray- 
haired, wrinkle- 
bellied and 
44-F.” Said Al 
Reeves, advis- 
ory v.p. of the 
Automobile 
Mfrs. Assn.: 
“When it came 
to adjectives in 
advertising, our 
automobile ad- 


ATTEND CEREMONIES—At the opening of Pathfinder's 
new Washington office, WPB Chairman Donald M. Nelson, 
center, chats with Graham Patterson, left, publisher, and vertisers were 
Robert West Howard, editor-in-chief. Official Washing- no shrinking 
ton turned out in force for the event. violets an 


needed no les 
sons from Hollywood or the circus.” Speaking humorously of the 
days when Mr. Grant went to work on the Chevrolet car in an 
attempt to give a hypo to sales, Mr. Reeves told of an ad in which 
a beautiful girl was posed alongside a Chevrolet car, with a result- 
ing upswing in sales. “But several disappointed purchasers wrote 
in to say they thought the girl came with the car.” Another ad 
showed a Chevrolet with Mr. Grant standing alongside the cal: 
“Sales fell off 50%,” said Mr. Reeves. . . 
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Local Campaigns 
Developed for 
Canning Workers 


Washington, D. C., April 26.—A 
complete advertising and promo- 
tion kit to recruit part-time work- 
ers for the food processing indus- 
try was mailed out by the War 
Manpower Commission today to 
local food processors and U. S. 
Employment Services offices. 

Geared for intensive promotion 
jn. areas Where manpower short- 
ages are expected to develop dur- 
ing the harvesting and packing 
season, the kit contains, in addi- 
tion to speeches and publicity ma- 
terial, four newspaper ads, 10 help 
wanted ads and five “drop ins” for 
local merchants. 

The WMC is putting particular 
emphasis on the use of radio, and 
is appealing to canners to put a 
proportionate amount of their ad- 
vertising budgets into radio time. 
To assist in radio appeals, the kit 
contains four 5-minute scripts, 12 
j-minute spot and six station 
break announcements. 


Patriotic Theme Used 


The newspaper ads are based on 
the patriotic motive, featuring the 
idea that people at home must 
pack food if soldiers at the front 
are to eat. The ads all contain an 
emblem—a tin can with the slo- 
gan, “Unless you pack it, our boys 
can’t eat it.” 

The material was prepared by 
the War Advertising Council and 
newspaper mats may be ordered 
without charge from Rapid Elec- 
trotype Company, Cincinnati. 
They are available in 1,000 and 
350-line sizes. 

The kit also contains four re- 
cruiting posters and eight in-plant 
posters, which may be ordered 
from Stecher-Traung Lithograph 
Corporation, San Francisco, for 
eight cents each. 

The entire campaign was de- 
signed for maximum localized ap- 
plication. The cost of space pur- 
chases was to be borne by indi- 
vidual food processors and can- 
ners or other local sponsors. 
Scheduling will be determined by 
local conditions. 


Two Appoint Tyson; 
Rainsley Joins Agency 

O. S. Tyson & Co., New York, 
has been named to handle the ad- 
vertising of Speer Resistor Corpo- 
ration, St. Marys, Pa., maker of 
resistors and coil forms for the ra- 
dio and electronic fields, and the 
Emil Greiner Company, New 
York, maker and distributor of 
laboratory chemicals and equip- 
ment. 

William E. Rainsley, formerly 
advertising manager of C. R. Dan- 
iels & Co., New York, has joined 
the agency’s production depart- 
ment, 


Retards Publishing Date 


To bring the date when Popular 
Science goes on sale closer to the 
date on the cover of the magazine, 
the July, 1944, issue will be pub- 
lished on June 9, the August issue 
on July 19, and the September is- 
sue on August 30. Thereafter, 
each issue will be published on or 
about the first of the month that 
is shown on the cover. 


— 


For everyone who wants to 
use — not abuse — the 
English language. 


THE NEW BOOK BY 


JOHN B OPDYCKE 


VERYBODY needs = learn oo to 

use English precisely, accurately — 
to convey his meaning. JOHN B 
OPDYCKE’S new book SAY WHAT 
YOU MEAN is Everyman's Guide to 
Diction and Grammar. It makes spelling, 
Punctuation, the proper use of words sec- 
ond nature. By the noted authority, 
author of Don’t Say It, Get It Right, 
Take a Letter Please, etc. 700 pages, 
completely indexed. $3.75 at bookstores. 


Funk & Wagnalis Co., 354 4th Ave. N. Y. 10 


TALL STORY—Station WNAX, Sioux City-Yankton, came to the Jade Room 
of the Waldorf-Astoria in New York to show 150 advertiser and agency repre- 
sentatives a film presentation of "The Story Behind America's Tallest Radio 


Tower," following a luncheon. 


In the group are Pearl Seifer, J. D. Tarcher & 


Co.; Helen Thomas, Spot Sales; Martin Beck, The Katz Agency; Nat Strom 
and Jack Wyatt, Buchanan & Co.; Thomas Lynch, Grant Advertising; John 
; Hagan, Lloyd, Chester & Dillingham; Joe Burland, Lambert & Feasley. 


Texans Elect Kowart 

Art Kowart, publisher of the 
Fredericksburg Standard, has been 
elected president of the South 
Texas Press Association, succeed- 
ing Gordon Kethley, Weslaco 
News. 


Franklin to Kastor 


Todd Franklin, formerly with 
the Kenyon Research Foundation, 
a subsidiary of Kenyon & Eck- 
hardt, has joined H. W. Kastor & 
Sons Advertising Company, Chi- 
cago, as research director, 


Two Name Klingensmith 

H. M. Klingensmith Company, 
Canton, O., has been named to 
handle the advertising of the 
Blemo Company, Canton, maker 
of Blemo ointment, and of the 
Spun Steel Corporation, also of 
Canton, maker of Sunsteel, metal 
stampings and other metal prod- 
ucts. Newspapers, trade publica- 
tions and direct mail will be used 
for the former account and trade 
publications and direct mail for 
the latter. 


Signs for Car Cards 

After testing car card advertis- 
ing for 90 days, Hunt Brothers 
Packing Company has signed 52- 
week contracts for a continuation 
of its advertising in this medium 
in all major Pacific Coast markets. 
Garfield & Guild, San Francisco, is 
the agency. 


Named Assistant 


Miss Betty Mouse, formerly with 
RCA Victor as research analyst, 
has been named assistant to Jim 
Pease, advertising promotion man- 
ager of the Chicago Herald-Amer- 
ican. 


55 
Restricts Classified Ads 


Because of the newsprint short- 
age, the Omaha World-Herald now 
requires all classified advertise- 
ments in Sunday and daily issues 
to be set in solid agate type, with 
the exception that one 10-point 
display line may be used as head- 
ing or signature. No classified dis- 
play ads will be taken, with the 
exceptions being the bond column, 
which helps the war effort, and 
the Sunday tax advertisements 
which help collect taxes. 


Names 3 Vice-Presidents 

Philip Poirson, art director; 
Bernard B. Schnitzer, account ex- 
ecutive; and David Bascom, copy 
chief, have been named vice-presi- 
dents of Garfield & Guild Adver- 
tising, San Francisco. 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


KIMBERLY 
CLARK 


CORPORATION 
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PRESSED BEEF 


lt takes tons of 
PAPER to put 
Meat on your table 


From the time that “‘little pig goes to market’’, more than 200 


essential pieces of paper are required to get him through the 
packing house. 


Paper tags show when each piece of freshly slaughtered meat is 
placed in refrigeration. Paper charts enable packing house engineers 
to maintain exact temperatures for different cuts and without these 
vital pieces of paper, meat would spoil. 


Without waxed paper wrapping, hams and bacon would receive 
“freezer burns”... without paper lining for trucks and refrigerator 


cars, meat would become contaminated in transit. 


Indeed, it takes millions of pounds of paper to keep meat moving 


to our armed forces, to lend-lease, and to your table. 


SAVE WASTE PAPER © Paper is vitally 
essential in winning the war. So make full use 
of every piece of paper. Save every bit of 
waste paper and have it collected each week. 


sible, Kimberly- 


Sevelcoal PRINTING PAPERS 


While soouennen Aus critical materials in every way pos- 
ale, ark is producing the finest quality Levelcoat 
Printing Papers that can be made under wartime restrictions. 


“TRADE MARK 
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$3,000 in Prizes 


Offered Displaymen 


Stores throughout the country 
have been invited to enter a win- 
dow display contest to promote the 
sale of war bonds during the 5th 
War Loan drive, June 12 to July 
8. Twenty-four prizes totaling 
$3,000 in war bonds will be 
awarded winners in two divisions 
—those in cities over 100,000 pop- 
ulation and those in cities of less 
than 100,000 population. 

The contest is sponsored jointly 
by the National Association of Dis- 
play Industries and Display World. 
Photographs of windows entered 
in the contest must be received by 
midnight of July 20 by the war 
bond contest committee, Display 
World, Cincinnati 1, O. 


Gelber Joins Doremus 

Jack A. Gelber, formerly with 
the Harrison, Rothschild agency, 
New York, has joined the produc- 
tion department of Doremus & 
Co., New York. 


Copy Plugs Egg Sales 

The Feed Institute of Iowa, 
through Fairall & Co., Des Moines 
agency, has placed two-column 
advertisements in the Des Moines 


Sunday Register and most of the 


state’s daily newspapers to urge 
greater use of eggs. Copy stresses 
that no ration points are required. 


Takes WMC Task 


The War Manpower Commis- 
sion, Washington, D. C., has ap- 
pointed Cary-Ainsworth, Inc., Des 
Moines, Ia., as area voluntary task 
force agency. R. H. Cary, presi- 
dent of the agency, will direct the 
task force’s activities. 


Voris Schedules Drive 


Voris Products, maker and dis- 
tributor of Voris athlete’s foot lo- 
tion, will launch a mail order ad- 
vertising campaign in June in 
magazines with circulation in the 
smaller cities and towns. Gunn- 
Mears Advertising Agency, New 
York, directs the account. 


cash with order. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


HELP WANTED 


HELP WANTED 


WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
dio directors, needed now in Boston, Chi- 
Cleveland, San Francisco. 
cellent salari 


x es. 
Ask for our free booklet, ‘‘How to Match 
Men and Jobs."’ 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


**‘matching men and jobs”’ 


8 South Michigan Avenue ANDover 3129 
CHICAGO 

(Solid firms seeking sound men only are 
solicited) 


ARTIST—General newspaper experi- 
ence—lettering, retouching, line and 


wash drawing. Permanent; salary 
$60 weekly to start. Send samples 
with first letter and state draft sta- 
tus. Shopping News, 5309 Hamilton 
Ave., Cleveland, Ohio. 


major 


advertising executives 
seldom place copy like this 


eee but I am one advertising man who believes 
in the selling job advertising can do! For I’ve been 
in advertising for 16 years and have seen it work 
for everything from department stores to getting 
a maid for my wife when everyone said there 
wasn’t a maid to be had. So I’m positive as to 
what it can do for me in this instance. 


Here are a few specifics: Right now I am ona 
special assignment for the government which 
will keep me out of private business for several 
months. But I will be available for a new con- 
nection about June 15th. 


Iam 36 years old—and am 4-F—(having been 
rejected for service by the army and the navy). 


I’ve created and directed the advertising and 
promotion for some of the most important busi- 
nesses in the United States (although I’ve only 
been associated with four firms in my career). 


At this point, in order to save the time of some 
executives who might be tempted to answer 
this advertisement, I think it is only fair to state 
that my salary last year was $25,000. Whether 
that actual figure is immediately forthcoming 
again is not too important, at the moment—but 
unless there is a spot in your organization for 
a man with such an earning capacity, then frankly 
there isn’t much use in our getting together. 


I can, and am willing to go anywhere in the 
United States... or abroad, for that matter. I will 
fit perfectly into either an agency, a manufactur- 
ing or a distributing organization. Right now I 
am very interested in the future of the frozen foods 
picture, although I honestly [don’t know too 
much about that particular business. But I repeat, 
my background has prepared me, I believe, for any 
organization which requires an able, seasoned, 
advertising executive. If I sound like the kind 
of a man you have been looking for, wire me 
today at Box 4768, ADVERTISING AGE, 330 
W. 42nd Street, New York City 18, New York. 


WHAT TIRED GIRL 
WANTS A JOB LIKE THIS? 
Here’s a chance to get what amounts 
to a free summer vacation and a 
small salary, too. Here’s the story: 
Busy advertising man is sending his 
family to Nantucket Island for sum- 
mer, Wants a sensible, capable girl 
to accompany them, who will act as 
his secretary weekends; and during 
the week, while he is back in New 
York, be companion and nurse to 


his two small children and help 
their mother with their care, Fine 
home, exclusive seashore _ resort 


where you can get your health back. 
June 1 to last week in September. 
Good chance for an agency job in 
the fall if you do your stuff. Highest 
references both ways. Please write 
fully in complete confidence. 
Box 4764, ADVERTISING AGE, 

330 W. 42nd St., New York 18, N. Y. 


Four men wanted: copywriter, pro- 
duction man, publicity man, account 
executive, by medium sized, fully 
recognized agency in middle-west- 
ern city of 100,000. Congenial work- 
ing conditions. These men may now 
be with agency, or manufacturer, or 
may have just received honorable 
discharge from military service. In 
your reply, state age, education, 
qualifications, draft status and sal- 
ary desired. 

Box 4758, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. a Chicago, Ill. 


Advertising Executive, business pa- 
per organization; must be good or- 
ganizer, understand promotion, know 
how to help and develop salesmen; 
ambitious post war plans; give full 
details. 
Box 4757, ADVERTISING AGE, 

330 W. 42nd St., New York 18, N. Y 


Artist—Asst. in art department, Chi- 
cago advertising agency making lay- 
outs, assembly. Good spot for con- 
scientious person seeking agreeable, 
worthwhile connection with good 
future. 

Box 4755, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, III. 


DISPLAY DESIGNER 

We want a top-flight artist-designer 
who is an old hand at the special 
display and exhibit business. One 
with ideas and experience to head 
creative department and help us 
with plans for post war expansion. 
We offer a steady position with a 
good future to the right man. Write 
stating experience, qualifications, 
age, salary, etc. 

Box 4728, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


Market Research Woman— with a 
background of experience: technical 
or practical, preferably a combina- 
tion of both, to develop and execute 
a program of consumer opinion in- 
vestigations and market research 
studies with large meat packer lo- 
cated in Mid-West. Working condi- 
tions excellent, position an interest- 
ing one with definite possibilities 
for development. Salary open. 

Box 4760, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
Publicity and Production, Old es- 
tablished national service organiza- 
tion of major food industry has op- 
portunity in Chicago headquarters 
for right man as assistant to de- 
partment head. Newspaper editorial! 
training, layout sense and creative 
ability important. Permanent, Give 
complete information, including age 

and draft status, in first letter. 
Box 4759, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS, ADV. EXPERIENCE 
ADVERTISING layout man for large 
New York Department Store. Must 
be an expert. State experience and 

salary desired. 
Box 4752, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y 


Advertising Salesman, leading busi- 
ness paper; promotion experience 
helpful; opportunity build big post 
war business; full details first letter. 
Box 4756, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y 


To an advertising copywriter who 
wants to live in Cincinnati 
Opportunity for exceptional future 
with one of Cincinnati’s leading ad- 
vertising agencies for man _ or 
woman with real copy writing abil- 
ity in both industrial and consumer 
fields. The members of our staff—all 
swell people to work with—know of 
this advertisement and your letter 
will be kept entirely confidential. 
Better send full details of your ex- 

perience and salary expected. 
Box 4737, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER 
Industrial, food, fashion, publication 
and retail experience. Hale, hearty 
and 41—single, enthusiastic, get 
things done! Good on plans, can 
supervise production, know mer- 
chandising procedure. Eye-on-the- 
target, feet-on-the-ground techni- 
cian. Clean record, convincing ref- 
erences, crackerjack correspondent. 
Free to travel. Available June ist. 
Willing to start at $6,000 with firm 
offering sound post-war opportu- 
nity. Experience record and photo- 
graph air-mailed immediately on re- 
quest. G. H. Wright, 4th floor, 19 
BE. Fayette St., Baltimore 2. 


HELP WANTED 
istablished industrial publishe 
wants men for sales work who apg 
familiar with operations and equigg 
ment used in chemical processing 
and metal working industries. By 
gineering or technical backgroung 


desirable. Sales, sales engineerig 
or advertising experience. wit 
manufacturers serving either ¢ 


these fields would be helpful. 


Box 4754, ADVERTISING AGE 
330 W. 


42nd St., New York 18, N, yy 


HELP WANTED? 
Do you need help creating and writl 
ing space adv., direct mail, catalogg 
house organ, promotion, manualg 
etc.? Pleasantly efficient, non-loquas 
cious young woman with good ideag 
good taste, sound sales backgroung 
writing talent, 10 years mfg., maf 
order, agency exp.—would like tg 
help you in spare time. 
Box 4751, ADVERTISING AGB, 
100 E. Ohio St., Chicago 11, IIL 


POSITIONS WANTED 
WRITER 
Publicity - Public Relations - Radios 
Advertising copy 4A, (45). Will gg 
anywhere if the job is right. Ya 
B.A., Columbia B.Lit. (Journalism) 
travelled, knows French, 20 yearg 
experience writing for radio (playg 
and spot ads); screen (scenarios for 
Hollywood major studios, publicity. 
U. S. Signal Corps training films); 
stage (play on Bway. Little Thea. 
tres, Bway. press agent); newspaper 
magazine columnist; house orgay 
(feature stories, spot news, head. 
lines, captions) industrial relations 
contact. Available immediately, 
Box 4749, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N., Y, 


YOU NAME IT, PLL DELIVER It 
Write: Radio commercials, scripts, 
publicity, layout copy. 4F, 29, sin- 
gle. Desire agency position in NYC 
or Los Angeles. Will travel. 

Box 4761, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
RADIO PRODUCTION & DIRECT— 
4F, single, 29. Radio exp. Want 
agency position in NYC or Los An- 

geles. 

Box 4762, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
WOMAN ADVERTISING MANAGER, 
10 years advertising agency and 
printing experience. Thoroughly 

conversant in agency routine. 
Box 4747, ADVERTISING AGE, 
100 BE. Ohio St., Chicago 11, IIL. 


COPY WITH MUSCLES—& MOXIE! 
Keyed to any pitch. Agency exp. on 
variety accts., space & script. 28, 4-F, 


Seeking perm. pos., free lance conway 


sidered. Chi. only. 
Box 4709, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, IL 


REPRESENTATIVES AVAILABLE 


IF IT’S SALES REPRESENTATION 
YOU NEED a 8t. Louis organization 
thoroughly practiced in sales prog 
motion and advertising is interested 
in acquiring exclusive sales repre 
sentation for services or products 
in large unit of sale category only 
Must have exceptional post war pose 
sibilities. 

Box 4753, ADVERTISING AGB, 
100 E. Ohio St., Chicago 11, Il. 
Sound Sober Volume Building rep 
resentation from New York City for 
eastern territory. No high pressur@ 
Wide experience all industrial fields 
Technical agency experience. Draft 

exempt. 
Box 4750, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. & 


MISCELLANEOUS 


WANT NEW YORK ADDRESS? 
Our High Class Mail Address Serv 
ice forwards your letters, message® 
$2.50 monthly, CBS, 542 Fifth Ave. 


Anthony Named Head of 
Colt’s Mfg. Company 


Graham H. Anthony, president 
of Veeder-Root, Inc., Hartford, 
Conn., manufacturer of counting 
devices, stampings, fine die cast- 
ings, etc., has been elected presi- 
dent of the Colt’s Patent Fire 
Arms Mfg. Company, Hartford, 
maker of Autosan dishwashing 
machines and electrical products. 
He succeeds Samuel M. Stone, 
Colt’s president for 23 years, who 
has been named chairman of the 
board. 

John H. Chaplin, executive vice- 
president of Veeder-Root, will suc- 
ceed Mr. Anthony as head of that 
company. 


Appoints F&S&R 


Refined Syrups & Sugars, New 
York, manufacturer of pure sugar 
products and pioneer in the appli- 
cation of liquid sugar to food, 
beverage and confection process- 
ing, has named Fuller & Smith & 
Ross to handle its advertising. 
Eugene P. Thomas, formerly with 
the National Association of Manu- 
facturers, has joined the creative 
staff of the agency. 


Blaisdell Names Foley 


The Blaisdell Pencil Company, 
Philadelphia, has appointed Rich- 
ard A. Foley Advertising Agency 
to handle advertising of its “Nick 
and Pull” paper pencil and its line 
of Ben Franklin pencils. Maga- 
zines will be used. 


4A’s Creates Weekly 


Newspaper Committee 


The American Association of 
Advertising Agencies has created 
a national committee on weekly 
newspapers in an effort to effect 
a better understanding between 
weekly newspapers and advertis- 
ing agencies. 

Through exchange of ideas the 
committee hopes to improve meth- 


ods of operation and develop close? 
cooperation between weekly pub 
lishers and agencies. Chairman ® 
E. F. Wilson, media director o 
McCann-Erickson, New York. 


Gets New Account 


The Bush Terminal Buildings 
Company, New York, has named 
Sheldon, Quick & McElroy, New 
York, as its agency. 


IN THE SOUTH’S 


50,000 WATTS 


THE GREATEST SELLING |POWER 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


GREATEST CITY 


CLEAR CHANNEL 
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Hvertising Age, May 1, 1944 


‘ees Period of 
rowth Ahead 


or Magazines 
Chicago, 


fraucher, president, 
wblishers Association, told 
hicago 


is now—contemporaneous, 


April 27.—Magazines 
bok forward with complete confi-| almost wholly the inside knowl- 
ence to the postwar world, Frank | edge of engineers, and to inform 
Periodical |proadcasters and advertisers how 


Federated Advertising 
lub today, declaring that their|cision in favor of the higher fre- 
ditorial content will be—then as|quencies required for this televi- 


CBS Would Scrap 
Prewar Materials 


to Aid Television 
(Continued from Page 1) 


the | much that is vital is at stake.” 


To facilitate an early FCC de- 


“in|sion, the report urges immediate 


bne with the problems and the 
houghts of the times.” 

He added that magazine circula- 
ions are at record peaks now and 
re likely to climb higher, especi- 
lly if an era of prosperity is 
chieved, and that the need for 
agazine advertising will be 
breater than ever in. the highly 
ompetitive, need-for-selling . pe- 
jiod which will. be ushered in 
hen the war ends. 

Reminding his listeners that the 
merican magazine is unique in 
ize, importance and influence, and 
its unifying force in America, 
r. Braucher reported that an 
nalysis of non-fiction editorial 
pace devoted to various basic war 
hemes during 1943 by 65 leading 
agazines showed the equivalent 
hf more than $68;000,000 in ad- 
ertising space devoted .to these 
hemes. . 

Magazine circulations have in- 
reased enormously in the past 20 
ears, he said, reporting thit 30 
leading publications had circula- 
ions totaling 491 million copies 
n 1923, while in 1933 the com- 
parable figure had climbed to 753 
million, and by 1943 to 1,308 mil- 
ion. The 29 publications affiliated 
ith the Magazine Advertising 
wBureau. sold 10,000,000 copies. per 
ssue on newsstands during the 
ast six months of 1939, he added, 
pnd the same publications sold 
5,000,000 copies per issue on 
hewsstands during the corre- 
ponding period of 1934. 
Magazines have performed, and 
ill continue to perform, an ex- 
eptional service in welding the 
ousands of essentially local 
pmmunities in the United States 
to one united people, he said, 
din carrying an over-all na- 
onal viewpoint to every corner 
the land. 


F Releases Copy 
or Muffin Mix 


New York, April 27.—General 
pods Corporation has started a 
ited test ‘campaign for its 
ans Down corn muffin mix, 
eaking with 600-line copy in the 
pril 20 issue of the Rochester 
mes-Union, 
The product is said to have been 
mested via newspaper copy in the 
yracuse-Utica area last fall, but 
bortages of sugar and shortening, 
hich are among the ingredients 
at go into the making of the 
uffin mix, retarded distribution 
d likewise confined advertising 
very limited areas. 
Copy says that delicious, old- 
Shioned corn muffins may be 
ade easy as 1-2-3 the quick, 
odern way. “Add milk! Egg! Mix 
d Bake!” the advertisement 
fees, and plays up the product as 
eee es unrationed and one of the 
ven basic food groups needed for 
od nutrition. 
Benton & Bowles is the agency. 


C&N Names Hempstead 
ice-President 


Henry M. Hempstead, account 
mecutive of Geyer, Cornell & 
Pwell, has been elected a vice- 
€sident. He 
ndles the 
Plvinator divi- 
n of Nash- 
Plvinator and 
reka vacuum 
raner accounts 
the agency’s 
Ptroit office. 
Mr. Hemp- 
Pad served as 
© - president 
ord - Aire, 
c., and adver- 


Ing executi 
th ive 


H. M. Hempstead 


Pontiac division of General 
ptors Corporation prior to join- 
the agency in 1940. 


concentration of effort by all 
television laboratories to complete 
experiments on which “CBS 
knows that 80%, perhaps 90%, has 
already been done—and has been 
tested in the crucible of war.” 


Would Clear Way 


When experiments have proved 
the feasibility of better and larger 
pictures, including full color, “the 
way would be cleared for immedi- 
ate production of improved sets. 
This would avert the danger of 
sudden worthlessness and huge 
public loss which might follow a 


continuance of present prewar 
standards in postwar sets.” The 
report states that only 7,000 homes 
now possess these prewar stand- 
ard sets, which represent a com- 
bined investment of perhaps 
$2,000,000. Manufacturers and 
broadcasters have invested about 
$20,000,000 to serve them. 

“If new television standards are 
inevitable,” CBS says, “then the 
quicker they come the better” for 
all concerned, “for prewar sets 
can never receive pictures broad- 
cast on higher frequencies and 
wider channels.” 
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NBC Adds 2 Outlets 


Stations WEST, Easton, Pa., and 
WAZL, Hazelton, Pa., have joined 
NBC as basic supplementary out- 
lets. 


RE YOU SELLING THEM EFFECTIVELY? 


* 
2 You should have expert counsel 


on bow to reach the growing 
| OUT OF 


$7 Billion Negro Market. Consult=" 


s 
EVERY 10 DAVID j. SULLIVAN 
AMERICANS  Pabbeli Ciguiaes 
Beier Marketing » Advertising » Research) 
345 Fifth Avenue + New York, N. ¥% 


1946 production of house- 
hold furniture may be in 
neighborhood of $1,163,- 
000,000, according to Bu- 
reau of Foreign and Do- . 


mestic Commerce. 
* * * 


Further evidence of the 


trend of radio and major 
appliance manufacturers to 
broaden their postwar 
appliance production: Ad- 
miral Corporation (radios) 
to make ranges, refrigera- 
tors. See sales hitting 19,- 
million mark. Sparks-With- 
ington to re-enter appli- 
ance field with refrigerators 


and washing machines. 
* * * 


Westinghouse predicts 
78%, appliance sales rise 
after the war; 66%, rise for 


small appliances; 72°/, rise 


for refrigerators. 
* * * 


American Washer & lroner 


Mfrs. Assn. 


sees washer 


methods and new resources come into being. 


“fr HOME 
FURNISHINGS’ 


$1,215,910,000 is expected to go for post-war household appliances 
in the first six months after the war ends. Included in this estimate are 
refrigerators, radios, washing machines, stoves, electric irons, vacuum 
cleaners, electric mixers and sewing machines. 


$711,410,000 will be spent in the same period for floor coverings and 
furniture alone . . . with hundreds of millions more for curtains and 
draperies, china and glass, lamps, etc. 


In this productive postwar home furnishings era, NEWS and IDEAS will 
be more in demand than ever—as new discoveries, new materials, new 


RETAILING Home Furnishings, the only publication that covers all lines 
of home furnishings, will continue, in post-war as now, to provide the 
ONLY means of getting the home furnishings news as fast as it develops 
. . . because it is the trade's only weekly NEWSpaper. 


Therefore, RETAILING will continue to be the all-out favorite of its retail 


America. 


sales of 2,432,000 yearly 


for 5. post-war years. 
i 


{All above items from re- 
cent issues of “Retailing.” 
If interested in complete 
ask for date of 


stories, 


issue.) 


*U. S. Chamber of Commerce estimate for the 
first six months after the end of the war. 


readership . . . the well-rated furniture, department and chain stores of 


RE TA I LIN G HOME FURNISHINGS 


THE TRADE'S ONLY WEEKLY NEWSpaper 
Fairchild Bldg., 8 E. 13th St., N. Y. 3, N. Y. 
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TO ADVERTISERS WHO 
WANT TO SELL AMERICA’S 
$1,242,849,000 RESTAURANT 
MARKET, NOT JUST “COVER’ IT! 


Ask any restaurant man: “What 
Magazine do you read month 
after month . . . for profit- 


SOME QUTSTANDING FEATURES 
"s Directory | 
Point-Low Point vg ao. 
+ Modernization Employee ° 
nogee Tomorrow” * Active 


Aati-Dry Campaign * 
and Editorials, including Eric Johnston, 


Emil Schram, and Dorothy peal 
Menu Simplitication—Natritions ea 


Here's Key to Vast Renovation and 
Replacement Market, that’s Starting its 
“Postwar” Buying Now. Read the Facts: 


T’s easy to say you “cover” Amer- 

ica’s vast restaurant market, in 

general magazines and in other pub- 
lications you may now be using. 


But successful restaurant men, to- 
day, are busy, busy people. They are 
interested primarily in publications 
that give them, month after month, 
their profit-making ideas. And these 
they study—cover to cover. 


Month after month, Restaurant 
Management is edited to single out 
exclusively, America’s leading and 
most progressive restaurant opera- 
tors and managers—the men who do 
the buying. You cannot reach them, 
as a group, through any other source, 


HERE 1S OUR STANDING OFFER: 
We will pay the cost of any unbiased 
survey which does not show Res- 
taurant Management the leading 
magazine in its field. 


If you want to sell America’s $1,242,- 
849,000* restaurant market now, get 
your space order in at the earliest 
possible moment. 


SA QUICK LOOK AT TODAY’S 
RESTAURANT MARKET: 62% will 
build new fronts, erect new signs, 
build additions, install insulation, re- 
model public rooms and washrooms. 
89% will paint, lay composition floor- 
ing, buy new furniture, carpets, up- 
holstering, drapes. 60% will renew 
heavy mechanical equipment—heat- 
ing, plumbing, power plants, refrig- 
eration, elevators, air conditioning, 
sound proofing. 45.5% will re-equip 
laundries, kitchens, dining rooms, of- 
fices, and (in some cases) water soft- 
ener systems. 


*U. S. Chamber of Commerce figures 


Abrens Publications: 


RESTAURANT MANAGEMENT 


HOTEL MANAGEMENT + HOTEL WORLD-REVIEW 
71 Vanderbilt Avenue, New York 17, N. Y. 
333 North Michigan Avenue, Chicago 1, lil. 


Representatives: Blanchard-Nichol.:-Osborn, 
805 C & S National Bank Bidg., Atlanta 3, 
Ga.; Blanchard-Nichols, 100 Bush St., San 
Francisco 4, Calif.; Blanchard-Nichols, 448 
South Hill St., Los Angeles 13, Calif. 


NOTE: Every businessman in America 
should read Eric Jobnston’s forthright 
editorial in the May issues of Restaurant 
Management, Hotel Management, Hotel 


World-Review and other magazines. 


Col. Frank Knox 
Dies in Capital 
of Heart Attack 


Frank Knox, Secretary of the 
Navy and publisher of the Chicago 
Daily News and the Union-Leader, 
Manchester, N. H., died here this 
noon of a heart 
attack which 
struck him Sun- 
day in Man- 
chester, where 
he had gone for 
the funeral of 
J. A. Muehling, 
long associated 
with him in the 
management of 
the Manchester 
paper. He was 
70 years old. 
Col. Knox was 
born in Boston, 
but went to 
Alma College in 
Michigan, entering newspaper 
work as a reporter on the Grand 
Rapids Herald. He served with 
Theodore Roosevelt’s Rough Riders 
in the Spanish-American War, 
then returned to the Herald; be- 
coming city editor and circulation 
manager before leaving in 1901 to 
join the Saute Ste. Marie News, 
becoming publisher of this paper 
before he resigned in 1912. 

He became publisher of the 
Manchester Leader in 1913, later 
merging it with the Union, in as- 
sociation with Mr. Muehling. After 
service overseas in World War I, 
Col. Knox joined the Hearst or- 
ganization in 1926 as publisher of 
the Boston American, subsequently 
becoming regional director of 
Hearst newspapers in northern 
New York, Pennsylvania and 
Washington. 


Buys “Chicago News” 


He was named general manager 
of all Hearst newspapers early in 
1928 and remained in that post 
until Dec. 16, 1930, when the 
Hearst-Knox association ended 


| 


Col. Frank Knox 


tendered my resignation as gen- 
eral manager of the Hearst news- 
papers. 


be reconciled.” 


which Knox became president. 


tionalism were on the way out. 
Pegler Controversy 


peared side by side. 


article, headed, “Goodbye, 


nistic to the paper, claimed tha 
Col. Knox had 


until November. Mr. Mowrer de 


at any time. 
Col. Knox’s acceptance of th 


. «= @ ‘ 
, a ee f 

; ee. 
: % 


Washington, D..C., April 28.— 


|| cial advertisers in Chicago shortly 


with a characteristically blunt 
statement by Knox. “I have today 


Mr. Hearst and I have 
reached a divergence of opinion as 
to methods of business manage- 
ment and our differences cannot 


In August of 1931 Col. Knox, in 
association with Theodore T. Ellis, 
former publisher of the Worcester 
Telegram and Gazette (who died 
shortly thereafter) assumed con- 
trol of the Chicago Daily News, of 


Col. Knox insisted on the duty 
of the press to “give the public the 
facts as we find them—not as we 
want them to be,” but in spite of 
this attitude he eschewed sensa- 
tionalism in newspapers, as long 
ago as 1928 telling a group of 
Michigan publishers that news- 
papers which capitalized on sensa- 


A stirring example of his con- 
ception of giving the public the 
facts appeared in the Chicago 
Daily News only yesterday, when 
front page articles by Paul Scott 
Mowrer, Daily News editor, and 
Westbrook Pegler, columnist, ap- 
Mr. Mowrer’s 
Mr. 
Pegler,” explained that the Daily 
News has discontinued publication 
of the Pegler column, which it 
helped to organize in conjunction 
with Scripps-Howard. Mr. Pegler’s 
column—the last to appear in the 
Daily News—was bitterly antago- 


“sold out to the 
New Deal,” and implied that his 
column was being discontinued in 
order to prevent its publication in 
Chicago during the election period, 
since the Daily News contract runs 


nied this implication, asserting that 
Mr. Pegler has been informed that 
the Daily News will release Mr. 
Pegler to any other Chicago paper 


post of Secretary of the Navy 
under a Democratic regime (he 


was vice-presidential candidate on 
the Landon ticket in 1936) caused 
a furore in political circles, where 
the colonel had always been a Re- 
publican, but he insisted that ac- 
ceptance of the cabinet post was a 
matter of country over party. He 
had long been an advocate of in- 
creasing the size of the Army and 
Navy, and had been in general 
agreement with the Roosevelt for- 
eign policy, although frequently a 
bitter critic of the New Deal. 

A blunt, outspoken, forceful 
speaker, Col. Knox addressed 
many advertising and publishing 
gatherings and frequently created 
a furore. At one gathering of finan- 


after the bank holiday, Col. Knox 
“laid out” bankers and bank ad- 
vertising in no uncertain terms, 
but surprisingly enough received a 
tremendous ovation from his audi- 
ence. 

Although he spoke infrequently 
of advertising matters, Col. Knox 
was deeply convinced of the value 
and importance of advertising, and 
frequently expressed his annoy- 
ance at its misuse. In 1935 he told 
the National Retail Dry Goods As- 
sociation that newspaper adver- 
tising rates are nowhere near as 
important as the use that is made 
of the space, asserting that pub- 
lishers spend huge sums each year 


to improve the quality of their 
news columns and that “what ap- 
plies to the reading columns of the 
newspapers applies with equal 
force to the space you buy and fill 
with your material.” 

Although he was no respecter of 
tradition, Col. Knox carried for- 
ward, on the Chicago Daily News, 
one of the traditions developed 
under Victor Lawson, its founder, 
and as a consequence the News to- 
day remains one of the few metro- 
politan newspapers which does not 
carry liquor advertising, nor even 
advertising of beer. 


Tom Buechner, 
V. P. at Ted Bates, 
Dies of Wound 


New York, April 25.—Thomas S. 
Buechner, 41, a vice-president of 
Ted Bates, Inc., since the agency’s 
inception in 1940, was found Sun- 
day shot through the right temple 
in his son’s bedroom in his home 
at 76 Park Ave., Bronxville. The 
youth, Thomas Jr., 17, was away 
at prep school. 

Dr. Amos O. Squire, county 


medical examiner, listed the death 
as “suicide while mentally dis- 
turbed,” after police reported that 
they could find no notes and that 
Mr. Buechner had no apparent 
business or health worries. 

When Theodore L. Bates decided 
to leave Benton & Bowles in 1940 
to form his own agency, to handle 
the Continental Baking account 
and to share in the Colgate-Palm- 
olive-Peet business, all but two 
members of the staff were B&B 
people, including Mr. Buechner, 
who was elected assistant to the 
president last November and 
named chairman of the agency’s 
new plan and creative board. 


CHARLES T. LEE 


Rockledge, Fla., April 25.— 
Charles T. Lee, former managing 
director of General Milk Com- 
pany, New York, died here 
April 19. 

Mr. Lee, who recently had made 
his home in New York, formerly 
was vice-president of Libby, Mc- 
Neill & Libby, Chicago, later serv- 
ing as vice-president of W. H. Kel- 
logg Company, Battle Creek, 
Mich., and as vice-president in 
Chicago of sales and advertising 
for Nestle milk products. 


SHERROD H. QUARLES 


Norwalk, Conn., April 25.—Sher- 
t| rod H. Quarles, 51, associated with 
McGraw-Hill Publishing Company, 
New York, for 18 years, and for 
ten years New York manager of 
Power, one of its numerous publi- 
cations, died yesterday at Norwalk 
Hospital. Following World War I 
-|Mr. Quarles was naval aide to the 
late President Harding. 


Lusk to ‘Elks’ 
C. E. Lusk, formerly with the 
e|Ethyl Corporation, has joined 


|Elks Magazine as Detroit repre- 
sentative. 
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Current Network Hooperatings 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program Total Sponsor 
1. Jack Armstrong 2.44 General Mills 
2. Let’s Pretend 2.25 Cream of Wheat Con 
3. Theater of Today 2.16 Armstrong Cork 


Most Men: 
Most Women: 


Kitty Foyle, with 
Most Children: 


Baukhage Talking, with 0.46 (cooperative) 


1.34 (General Mills) 


Jack Armstrong, with 1.37 (General Mills) 


MOST SETS IN USE: 


1. Monday through Friday—12:00- 


oo Ey 19, 


Programs: Kate Smith Speaks (General Foods) 
Boake Carter (Chef Boy-Ar-Dee) 


2. Saturday—12:00-12:30, EWT... 


Programs: Theater of Today (Armstrong Cork) 
3. Monday through Friday, 5:00-5:15 p.m., EWT................. 18: 
Programs: When A Girl Marries (General Foods) 


HIGHEST SPONSOR IDENTIFICATION 


Ma Perkins, 3:15-3:30 p.m., with... 


Correct product 71.9, other 4.0. (Procter & Gamble) 
“TOP TEN” PROGRAMS IN LISTENING 


Program 
When a Girl Marries 
Young Widder Brown 
Ma Perkins 
Back Stage Wife 
Kate Smith Speaks 
Life Can Be Beautiful 
Stella Dallas 
Right to Happiness 
Breakfast at Sardi’s 
Our Gal, Sunday 


Sponsor 
General Foods 


Procter & Gamble 


General Foods 
Procter & Gamble 


Procter & Gamble 
Kellogg Co. 


Sterling Drug, Inc. 
Sterling Drug, Inc. 


Sterling Drug, Inc. 


Amer. Home Prod. 


Rvad Grea reba ths 6s ahaw ban 75.99 
Net- 
Product work 
Various products NBC 
Various Phillips NBC 
Oxydol 5 


Haley's & Dr. Lyons 
Calumet & Swansdown 
Ivory soap 

Various Phillips 
Ivory soap 

Pep 

Anacin 


Q 
w 
wn 


Remains ABC Head 


Directors of the Audit Bureau of 
Circulations, meeting in New 
York, announced that although 
P. L. Thomson has retired as pub- 
lic relations director of Western 
Electric Company, he will continue 
to represent that company in the 
ABC and will remain as president 
of the ABC. 


Anderson to A. B. Dick 


Harry C. Anderson, president of 
the National Federation of Sales 
Executives and formerly general 
sales manager of the Globe-Wer- 
nicke Company, Cincinnati, O., has 
been named to fill the newly-cre- 
ated post of director of distribu- 
tion of the A. B. Dick Company, 
Chicago office equipment concern. 


J. D. Romine Advanced 


J. Davis Romine, formerly y 
advertising and sales consultant jj 
Syracuse, N. Y., has been name 
assistant director of publicity fo 
the New York State Departmen 
of Commerce. He had been ij 
charge of the department’s re 
gional office in Syracuse since | 
June. 


AMA to Meet June 8-9 


“Mobilization of the marketing 
profession for the restoration ani 
expansion of a free  enterpris 
economy” will be the theme of thé 
annual convention of the Americar 
Marketing Association, June 8- 
at the Benjamin Franklin Hote 
Philadelphia. 


_ WHAT YOUR CUSTOMERS DON’T KNOW - won't hurt THEM 


BUT IT HURTS YOU 


triple guard YOUR 
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PRODUCT against 


The User's ‘I! didn't know"’ 


The Competitor's ‘‘switch to mine" 


Retailer's ‘‘just as good" 
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Trademark Owners 
Have No ‘Rights,’ 
Say Senators 


(Continued from Page 1) 
right. It. merely establishes the 
means by which the user of a 
trademark may protect his right 
to use it against his competitor.” 

In the bill retiring the Red Cross 
emblem from commercial use, no 
question of a property right is in- 
volved, he continued, since it is 
not taking private property for 
private use, but for the use of the 
American National Red Cross, 
which cannot be considered a pri- 
vate institution. 

He was ‘hitting back at the con- 
tention of Senator Tydings that 
trademarks have’ been protected 
for hundreds of years by the com- 
mon law and that they are “no act 
of grace on the part of Congress.” 


Appraises Well Known Marks 


In arguing that substantial 
monetary damage would be suf- 
fered by firms currently using the 
Red Cross trademark, Senator 
Tdyings inserted in the record a list 
of the appraisal value of several 
well known brand names, includ- 
ing Maxwell House coffee, sold to 
General Foods in 1927 for $42,- 
000,000; Jello-O, sold to General 
Foods the same year for $35,000,- 
000; Ivory, Kodak, Victrola and 
Uneeda—‘A million dollars a let- 
ter—and Coca-Cola, which carries 
its trade name at $24,960,681 and 
tangible property at $4,250,000. 

“Take away the trademark 
‘Coca-Cola’ and put the product 
in bottles labeled ‘Berry Cola’ or 
something else, and the market 
immediately disappears,” he de- 
clared. “So it is with all trade- 
marks.” 


A Two-Year Battle 


The bill to grant exclusive use 
of the symbol to the American 
National Red Cross was based on 
the Geneva convention of 1929, 
and a recommendation from the 
President forwarded more than 
two years ago. It had been ten- 
tatively adopted by the Senate on 
Jan. 19, but was called up today 
for reconsideration when Senator 
Tydings sought to protect the C. 


B. Silver Packing Company, 
Havre De Grace, Md., which has 
marketed a Red Cross brand of 
food since 1874. 

Senator John A. Danaher, con- 
tending that the government 
should pay no compensation for 
infringement of the trademark 
asserted that the value of brand 
names was tied in with the physi- 
cal plant, good will, and other as- 
sets of the firm, and could not be 
determined. He also suggested 
that legislation enacted in accord- 
ance with the _ treaty-making 
power took precedence over con- 
stitutional provisions and other 
laws. 


Proposes Formula 


Senator Tydings proposed that 
the amount of damage could be 
determined by the decline in 
sales during the years of transi- 
tion to a new brand name, and 
the cost of publicizing the change. 
Other members asserted, however, 
that much of the loss could be 
written off in tax returns as a re- 
sult of the depreciation of the 
trade name as an asset. Under 
the bill, manufacturers may pro- 
duce under the Red Cross brand 
for three more years, and market 
their product under both new and 
old names for six years. 

In arguing against any change 
in the bill, Senator O’Mahoney 
declared, “We have already given 
the three users of the emblem 
considerably more than $100,000 
worth of advertising while we 
have been debating this.” 

He fought any extension of the 
“grandfather clause’ which pre- 
viously protected firms which 
used the Red Cross emblem be- 
fore 1905, asserting that the con- 
cession “had been abused.” 


Assails Tie-Up Copy 


While not naming the firm in- 
volved, he told the Senate the 
manufacturer of a certain com- 
modity under the designation ‘The 
Red Cross So and So” had used 
the entire margin of two pages 
adjoining the American National 
Red Cross listing in the New 
York telephone book “to capital- 
ize on the good will which the 
American people have given to 
the American Red Cross.” 

This argument was also used 
by Senator Ernest W. McFarland 
of Arizona, who said a trademark 
“is an emblem by which goods 
may be recognized, it is not the 
goods themselves.” 


“Does the Red Cross trade- 


@ Facts developed by 


research. 


United States to gather 


NEW EASTERN OFFICE ADDED 
BY MARKETING CONSULTANTS 


marketing research are 


being used today more than ever before in the 
history of American business. Many firms are 
basing their marketing plans for the immediate 
future as well as post-war on sound, practical 


| @ To better serve companies that need help with 
their advertising and selling problems, we have 
added an executive office in New York. An ex- 
perienced professional staff is available in more 
than 400 cities, towns and villages throughout the 


the facts that are indis- 


pensable to intelligent and practical advertising 


and selling. We are already engaged in exactly 
that job for many of our 67 clients. 


@ We serve manufacturers, advertising agencies 


and advertising media. 


Write or call— 


C. C. CHAPELLE COMPANY 


MARKETING CONSULTANTS 


Eastern Office— 

11 West Forty-second Street 
New York 18, New York 
Tel. Chickering 4-5432 
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Western Office— 

500 North Dearborn Street 
Chicago 10, Illinois 

Tel. Whitehall 7731 


mark -in any way signify the 
ownership of the goods which we 
are informed are marketed by 
these companies?” he asked. An- 
swering “No,” he contended that 
the “benefit came from the good 
will developed by the American 
Red Cross.” 


Best Foods Begins 
Summer Ad Series 
in 205 Newspapers 


New York, April 26. — Best 
Foods has begun an_ extensive 
summer campaign for H-O oats, 
Force wheat flakes, Heckers’ 
farina, Hellmann’s and Best Foods’ 
mayonnaise, Nucoa margarine, 
Heckers’, Ceresota and Aristos 
flour, Presto cake flour and the 
Shinola and 2-in-1 line of shoe 
polishes and dressings. The first 
of the series of five ads is cap- 
tioned “From health food to break- 
fast food—and back again” and 
features the first three cereal 
products listed. 

Large-space ads have been 
scheduled in 206 newspapers and 
30 magazines throughout the coun- 
try. Outdoor and car card adver- 
tising supports the campaign. All 
copy has been tuned to the gov- 
ernment’s wartime nutrition and 
conseryation programs and built 
around active participation in fed- 
eral programs to alleviate food 
and other shortages. 

Advertisements include a repro- 
duction of the company seal, which 
reads “A Product of the Best 
Foods, Inc.” Eventually the trade- 
mark will appear on all contain- 
ers as well. Benton & Bowles and 
Arthur Kudner, Inc., are the agen- 
cies. 


Adopts New Ad Policy 


Civil Service Leader, New York, 
has adopted a new policy of sell- 
ing advertising space on its front 
page. Space is sold on an exclu- 
sive arrangement. 
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WINS PRAISE — This presentation of 

America as the land of opportunity fits 

in with the ideas of many service men 

who have written Republic Steel Corp., 
for reprints of the illustration. 


‘Sweetheart’ Goes 
to Airmen—But 
One Won't See Her 


Cleveland, April 27.—From Eng- 
land last February Sgts. James W. 
Leonard and Paul J. Dell, U. S. 
Army air forces, wrote to the Re- 
public Steel Corporation, request- 
ing copies of the company’s four- 
color, full-page advertisement en- 
titled “Hello Sweetheart!’ which 
appeared in The Saturday Evening 
Post and other publications. 

Picturing soldiers at the rail of 
a ship returning home from over- 
seas and greeting “Sweetheart”— 
the statue of Liberty in New York 
Harbor—the ad describes the emo- 
tions of one of the veterans and 
what he fought for—the right to 
“a job where I can work myself 
to the top with my own hands and 
my own head;” to get married, to 
workship as he pleases, “to come 


back to a country where there is 
competition and fair play and 
opportunity.” 

“In the opinion of our squad- 
ron,”. wrote the sergeants, “that 
is the best little morale builder 
that a soldier in this part of the 
world could ask for.’’ Copies of the 
advertisement were sent to them, 
autographed by girl employes of 
Republic Steel. Pleased with the 
reception the ad has _ received 


from the fighting men, company 


officials dismissed the matter until 
earlier this month when there 
came a grim sequel—a _ letter 
signed by Sgt. Leonard alone. 


Sent to Ruth 


Addressed to Chester W. Ruth, 
director of advertising, the letter 
said “Sweetheart” had not yet 
been received but added that 
when she does she “is going to 
carry her light to as many parts 
of this world as possible, for I am 
going to make arrangements... 


to have her posted in one of our. 
Here’s hoping that she 


planes. 
will fly into Berlin someday, Mr. 
Ruth, and take with her every- 
thing that she stands for, and when 
she does, fellows like Sgt. Dell 
and all the rest that aren’t here 
will be right .with her, maybe not 
in body, but in spirit, and that is 
what Paul would have liked. 

“’m only sorry Paul couldn’t 
have seen her before we parted 
company. Unfortunately he is not 
with me anymore. Sherman was 
right in some respects, Mr. Ruth. 
Thanks again, and thanks again 
for Paul and may I be spared to 
shake your hand someday. Please 
excuse my bitter mood, and -have 
faith in us, and may God keep. His 
light shining on ‘Sweetheart.’ ” 

The advertisement was prepared 
by ee, & Fewsmith, Cleve- 
and. 


Names O’Connell Agency 
Lewis & Conger, New York 
houseware store, has named R. T. 
O’Connell Company, New York, to 
handle its advertising. , 
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au“ 


Worcester, Mass. 


wartime events. 


PAUL H. 


“Worcester, England calling WTAG 
“London calling 
WTAG listeners.” These are established 
features received direct on WTAG’s 
own short wave equipment. They fre- 
quently include many noted person- 
alities such as Mr. Churchill and Sir 
Anthony Eden, and other outstanding 


WAG 


ASSOCIATED WITH THE W 


Market. 


RAYMER CO. National Sales Representatives 


WIAGTy| WORCESTER 


ORCESTER TELEGRAM-GAZETTE 
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Here at home WTAG’s Mobile Trans- 
mitter Unit covers news and makes 
news. A creative force of Producers, 
Musical Directors, Home Economists, 
Staff Writers, News Editors, and a 
Publicity Department function the clock 
around. There’s every evidence that 
this is a Big Station inside of a Big 
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shops. In addition to the SEP, the . 
campaign will run in Newsweek Representatives 
= og Each A poo cae eer P t A d Cc 
will offer a special “ideas” port- s 
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tual presentation on new 
Lancaster, Pa., April 27—A _ The advertisements will empha- savodtininer entitled, “Passport (Ce 
new type “idea” advertising and size, os a said, ms ben 30,000,000 Pantries,” which reveals + gear 
promotion campaign was launched the individ al mew ews ( reaps agg how improvement in advertising fn de 
this week by the Armstrong Cork tion - “ noes ey dean "thet technique and placement can pla on att 
Qompany in national magazines oy as Pay hi a "Th vs an important part in meeting de. demncsti 
to give authoritative, practical as-| "© C@m adap a _ = tg d a mands for lower distribution costs wri i 
sistance in store planning to gro- oy ma w- t nd , s oe in the grocery products field. ig 
cers, druggists, beauty shop op- ow Oo _s cover : e M ole - lore It also emphasizes that many ad. roe fo 
erators, restaurateurs and other incl di page _ 4 te aon, vertisers, knowing how to bo a 
retailers. se : ing my use 0 F- rms pa S os newspapers, are placing their mes. § OUS¢!V 
Armstrong has found “idea” ad-| lino — me rate sales- £ sage effectively before the ulti. _e re 
vertising highly successful in its an chindne yA e be ‘Idi . mt S, mate consumer, through newspa. Ml - 
residential campaigns, explained ‘ py poe va “_ be a ige is pers, at a fraction of the cost of op 
Cameron Hawley, director of the|*°™ “¢ “a “— oo , olng . “ a most of those using other media § by the § 
advertising and promotion depart- a service 7 or eac usiness - ee Lf Cost per thousand homes continu 
ment, and is applying the formula “a “ted i ° th “id - t 4 “ea: w rea ched by food advertisers more r 
to the commercial market. ‘ ong uc Fe ~ i on port- FOR THOSE WHO SELL FOOD © through the 15 best evening radio § 2ctive s 
Beginning with a “model” gro- io . J ean ae nnn i al 06 ==! a-= network programs, the 16 best ™ less oF 
cery store, presented in collabora- Bette Bu — hi Re oors ~d ; <p ae ary SeaDENRED er wiwtseuewe |Performances in two leading on han 
tion with the National Association a er F usiness, x ic seen Fase ; wants to have @ model store Py he oe 8 ie women’s magazines and 16 most war qu 
of Retail Grocers, in the April 29| (fm. (Coos noleum eae | SoS Q@imicie: ~—[ successful newspaper advertisers j duction 
issue of The Saturday Evening |° yoo Uses é th _eun, | ae * ~~ | show how remarkably low in cost abandor 
Post, the company will run a suc-|. ‘*Ware ° ss. e growing interest a adn ee @@-—"~--— |newspaper advertising can beg We bell 
cession of full-page, full-color ad- — . cd seem Mr. Haw- | sentient rosie «om woot Hho the ~—- =~ |when expertly produced and duction 
vertisements of “model” stores and Moan aad "vittely on ; 2 OS —=~ —| placed. The aver a ~y the bree eal a 
: eet Meer Yours Coening. are: newspa ers, . r . 
WE WANT A — 4 business, -— — —_ os wae ae 0B sand; eaeaiaae, $3.23: redil in the | 
—_ contacts among architects, build- het oh be pe mia ee $3.88. Bf the too 
RS ers, commercial designers and as : ie @ Considerable emphasis is placed § been re: 
" we . equipment manufacturers, felt it) “““"**"“’ mt tinea dabediaen edad Cae eg aoe _ upon the importance of priv 
Scientific Writer— was in a key position to serve as ARMSTRONG’S LINOLEUM FLOORS and local or sectional brand ol 
a — a for “ne * a oma E dnsaosiidlnne @ sisson lia ‘ : petition and trends in consumer «go, , 
who is familiar with the design, oa “feld ye ya — oe — tudie — the hort 
use and application of optical || strong, in consultation with the| FEATURES MODEL STORES AND SHOPS—A model grocery store design by | by A ‘C. Nielsen Company in 19419 mt 
instruments of all kinds to pre- dominant trade organization in| Lurelle Guild is presented as a service to the food industry by Armstrong Cork | and the Milwaukee Journal Con- me, nas 
pare publicity, technical articles, || each field, is pulling together all in the first o ies of full-col “hich last eo one 88 
catalog copy, etc. Location in i. eau ioe seaatleal ideee it Co. in the first of a series of full-color magazine pages which broke last week. an ik coadl te a a terials 1 
progressive Eastern community : : - - Army at 
with company that is a leader - ee gp ewe My Al h ] f W ing the beverage distilleries to war | Presentation, “Newspapers Get § seas wh 
be its fold. Write, giving com. such as Lurelle Guild and George conoi for ar purposes saved 55,000 tons of stee} | !mmediate Action. jobs in 
plete details on experience, to plate, 79,000 tons of structural ee eno “The 
Box 4745, Advertising Age. 100 || Smetiei” store plans under the di (4S Doubled, Says | steel, 7,000 tons of copper and 400| Welch Will Sponsor ments | 
E. Ohio St., Chicago II, Ill. rection of Armstrong’s bureau of tons of bronze which would have | “Pin.e’ Newscast need ou 
nena nd ustry eport — oe pant —_—., ce | ieee: Gitte Jules Conullll = be 
Washington, D. C., April 27.—|synthetic rubber, smokeless pow- | Westfield, N. Y., for many years § Wrigley 
The distilled spirits industry, de-|der, medical supplies, chemical|a consistent radio advertiser, will § schedule 
voting 24 hours a day and seven| warfare, torpedo propellants, and|sponsor “Time Views the News” §our figh 
days a week to the production of | hundreds of other military pur-|on the complete Blue Network § bution b 
alcohol for war, is currently pro-| poses, the institute pointed out, | starting June 5. Currently carried § country 
ducing annually twice as much in- | and an over-all production of 600,-| as a sustaining program Mondays § our cont 
dustrial alcohol as the entire in-| 000,000 gallons is expected this | through Fridays, the program will Wrigl 
—— alcohol industry eoomees year. = bene my Pigg a’ a ful to gi 
efore the war, the Distille —_—_—_ ednesdays an ridays trom § dealing | 
Spirits Institute reported today. 4:30 to 4:45 p. m., EWT; while § Wrigley 
: : Scheduled to produce a quarter Fe San Teametes ag- |it will continue on a — tions p 
UM THE ONLY of a billion gallons of war alcohol ‘or het basis Tuesdays and Thursdays, You m 
— eer in 1944, the distilled spirits indus- |V¢Tt!sing and merchandising man-| “4 summary of global news de- {cluded 
ONE IN TOWN! try had turned over all of its 125 |28¢F for | Owens-Illinois Glass|velopments prepared from daily tion is t 
lants for the production of alco-|C°™Pany for the past three and|capled reports submitted by back to 
hol or high al for redistillation |°"¢-half years, has been named to | Time’s 203 correspondents, _ the sible, i 
into alcohol. the newly created post of cOpy| program presents Westbrook Van aie enn 
The industry began the produc- | Chief in the company’s general ad- | Voorhis as commentator. The at- @s0od nar 
'm MORE COVERAGE tion of war alcohol shortly before |V¢Ttising division in Toledo, O./ count is handled by H. W. Kastor | 
| : Pearl Harbor, and has been al] | Succeeding to his vacated post in| g Sons Advertising Company, Chi- ' 
FOR YOUR MONEY! out sines Oct. 6. 1008. Me gin or San Francisco is Bert Van Cleve, | cago. 
neutral spirits for blending pur- ——— ss. arty oe —_—_———- Pa 
ay alifornia Retail Grocers erch- . ounc 
poses have been produced, in dis- tts Association. and” managing |Stamdard Oil Reports 
vm MERCHANDISING alcohol since Feb. 20, 1942. Fewer . = ay ceed California | jn Full-Page Ads 
etail Grocers " ; 
“ ” Standard Oil Company of New 
SERVICE THAT SELLS! — anes Wines | Breasts to Swertf Jersey has released its annual re- 
Most distillers are producing | Prashears to owerulager | port to stockholders for 1943 in il- 
190 proof, while others, lacking} Arthur Brashears has resigned|lustrated full-page ads in 35 
rectifying facilities, are producing| from the Bureau of Advertising,| newspapers throughout the East, 
“high wines”—low proof alcohol,| ANPA, to join Walter M. Swert-| covering the territory it serves. 
peg es oy to other plants | fager Company, New York, in an| Copy, which is laid out in pic- 
or redistiliation. _ | executive capacity. Mr. Brashears|ture story form, lists the various 
L E T T H E Conversion to the war effort in| was previously associated with| achievements of the company for 
no way implied agreement on the} William B. Benton in public rela-|the year, headed by a statement 
S p E A K F 0 R T H M S F LV E S controversial issue of prohibition,| tions work at the University of|from its president, Ralph W. Gal- 
the institute said, but was due| Chicago and before that served|lagher. The ad also appears in 
: ares solely to the ability of the indus-| with Marschalk & Pratt and Bat-| publications of the petroleum in- 
abe you’d like to reach the try to produce material essential| ten, Barton, Durstine & Osborn as|dustry. _McCann-Erickson, New 
boomin Kansas City market with to the conduct of the war. Adapt-|a copy executive. York, is the agency. 


your sales story. 


——_ 


« 


Good time available— day or night 


CENTRAL OHIO. 


DATA ON REQUEST 


2 
£ 
— 


— © | —— 
a ¥ & i 
beer 
a 
cles 
J e. 
de . DOE 
ae 
, 
ee. 
_ 
ae 
= 
: canis 
ii 
= as “ 
e Re 
ge a % 
\ \ V ee a 
\__4 , OHIO Yy 
c KANSAS CITY e MISSOURI ® —— a Pt = 
qa ¢ © 7 “a . eS a ae a ‘en 
Pt xr ww Sia ; of A. 
a /o > ; : 
HERSHEY 
| eae: ik a 2 ee Se eae ae Se ae ae Te Ss" gee 7. <<. 


ee 


"1 Wrigley Reserves 
| Entire Gum Output 
_ | Entire Gum Outpu 
ican 
=| for Men Overseas 
ac. 
Aper (Continued from Page 1) 
j to Gumakers, Inc., said they planned 
a to nee supplying the civilian 
trade. 
wn In attempting to supply both the 
-osts domestic and fighting fronts, the 
1 Wrigley letter told jobbers and re- 
rad tailers, ‘““we have fallen down on 
use poth for we have been spreading 
mes ourselves very thin and now we 
ulti. @ bave reached a limiting factor be- 
spa. yond our control.” 
st of “More chewing gum is needed 
edia § bY the armed forces,” Mr. Wrigley 
mes continued, “because more and 
isers ¥ more men are going into foreign 
-adio active service, but there is less and 
best @ less top grade imported gum base 
ding BO” hand out of which to make pre- 
most @ war quality chewing gum. Pro- 
isers @ duction must be cut or we must 
cost abandon our standards of quality. 
bem We believe it is best to cut pro- 
and @ duction and so what we could give 
three you of standard Wrigley brands 
‘hou. @ from now on would be only a drop 
‘adio, @ in the bucket, even compared to 
’B the too short supply you have 
laced @ been receiving. 
‘ivate ‘ ’ 
coms Out of Our Control 
umer “So, we have taken the bull by 
ondi- § the horns, so to speak, and offered 
made @ our entire remaining supply for 
1941 B the balance of this year and as 
Con- B long as they want it (and our ma- 
Pres- @ terials last) to the United States 
'vi0US B Army and Navy for the men over- 
Get § seas who are doing the real tough 
jobs in this war. 

“The War and Navy Depart- 
ments have said they not only 
need our entire output but much 
more besides. Therefore, starting 

pany, @ May 1 every stick of standard 
years § Wrigley brands of chewing gum is 
‘, will § scheduled for overseas shipment to 
News” our fighting men, and the distri- 
twork § bution being wholly outside of this 
arried § country will be completely out of 
ndays § our control.” 
n will® Wrigley has always been care- 
ndays, #ful to guard its reputation for fair 
from § dealing and a quality product, Mr. 
while § Wrigley said, but existing condi- 
aining §tions placed both in jeopardy. 
Lys. “You must know,” his letter con- 
vs de- Bcluded, “that our greatest ambi- 
daily Btion is to bring the Wrigley brands 
i by Bback to you just as soon as pos- 
s, the Bsible, in large enough quantities to 
k Van Bgive real service and with their 
“>: = good name for quality unimpaired.” 
y, Chi- Trade Is Surprised 

The carefully-guarded move, 

announced only shortly after the 
company had launched a Milwau- 

kee test for Orbit, a wartime gum 
f New made of available materials, (AA, 
“ April 24), caught other manufac- 
3 in i- lurers as well as Wrigley retailers 
in 3 by surprise. 
» East First reactions of the retail 
B.. trade, however, were considered 
ne pic- atisfactory by the company. Let- 
various ers from merchants were practi- 
iny for #ly all favorable. They agreed 
tement &.*' it will be easier to tell cus- 
. Gal- omers there won't be any more 
cars rigley gum until after the war, 
aan han to argue them out of the be- 


“io 


BLENDED FLAVORS—Bowman Gum, Inc., Philadelphia, which doesn't intend 
to neglect the penny field after the war, is readyin 
for the market. They are “Mint Cocktail," a blend 


three new 5-cent varieties 
of spearmint and pepper- 


mint; "Fruit Cocktail," a mixture of artificial fruit flavors; and “Cin-a-Mint," 


combining cinnamon and peppermint. 


National magazines will carry copy 


describing the newcomers. 


lief there may be a few packs un- 
der the counter after all. 

One of the first retailers to com- 
ment wrote this note along the 
bottom of the Wrigley letter and 
mailed it back: “Your policy is 
absolutely right. When you obtain 
sufficient material to make the 
product to furnish to us, we’ll be 
happy to get it. Until then, we’ll 
get along.” 

Speculation that Orbit gum, a 
war baby limited to artificial fruit 
flavor, might soon achieve national 
distribution was squelched by Mr. 
Wrigley, who said several months 
must elapse before it can be made 
available elsewhere. Plainly pack- 
aged, it does not sell under the 
Wrigley brand name. 


Ad Schedules Maintained 


To maintain its prewar position 
in the public mind, Wrigley plans 
to continue without interruption 
its three CBS network -.shows, 
“First Line,” “American Women” 
and “America in the Air”’—all de- 
voted to the war effort—its exten- 
sive car card and poster schedule, 
and its advertising in business 
papers. 

Not even post exchanges in this 
country will get the Wrigley 
brands after current supplies are 
exhausted, Mr. Wrigley explained, 
with the entire production destined 
for overseas men and women. 

Civilian channels got about 70% 
of Wrigley’s output last year, but 
the company decided to withdraw 
from the market entirely rather 
than lower the quality of its prod- 
uct in an effort to meet the de- 
mand. Wrigley doesn’t emphasize 
the patriotic motive in limiting its 
future supply to the armed forces, 
but insists instead that it is prac- 
tically off the market anyway and 
that halting all sales is the best 
way it knows of to protect its rep- 
utation for, quality. 


Future Looked Bad 


The 49-year-old ex-president, a 
shirt-sleeved executive who takes 
seriously his stake in the business, 
and who has voting control of al- 
most one-third of the Wrigley 
stock, was worried at the outset of 
the war because gum seemed des- 
tined for severe cuts or a complete 
ban on production. The Far East 
was cut off as a source of gum 
base. Sugar was rationed and lack 
of shipping space curtailed the 
supply of chicle gum base from 


Central America. Wrigley had a 


large inventory of gum base—but 
not an endless supply. The supply 
picture is still bad, and packaging 
is still a serious problem. 

Since converting to war produc- 
tion was not practical, Mr. Wrig- 
ley set out to prove the wartime 
usefulness of the 5-cent product in 
relieving nervous tension, false 
thirst and the monotony of plant 
jobs, thereby stepping up produc- 
tion in war plants. In a series of 
tests among war workers, Wrigley 
got optimistic reports on the bene- 
fits of gum. As a result, the com- 
pany took steps to tell manage- 
ment how gum would help work- 
ers under conditions of tension, 
dust, dryness, etc. 

Because the demand was far 
outstripping the company’s ability 
to produce, in September, 1942, 
jobbers were advised that orders 
for essential war industries hence- 
forth should be accompanied by 
letters from officials expressing 
need for gum in those plants. 
The letters, incidentally, provided 
Wrigley with plenty of ammuni- 
tion to fire at anyone who might 
question the usefulness of chew- 
ing gum in the war. 

“We had two skills to offer, as 
far as the war was concerned,” 
Mr. Wrigley explained. “They 
were packaging, and our sales and 
advertising setup. 

“Advertising could be converted 
to support the war effort. Ration 
packing became the packaging 
job.” 


Starts Ration Packing 


When the company was asked to 
supply gum for Army rations, 
Wrigley saw the value of doing 
the entire packaging job. It set 
up a ration-packing line in its Chi- 
cago factory, later buying a near- 
by plant and training hundreds of 
workers to pack the Army’s “K” 
rations and “10 in 1” rations, a 
day’s food for 10 men. It has also 
packed prisoner-of-war packages 
for the Red Cross. 

While this experience may be 
the forerunner to a_ possible 
postwar field—the packaging of 
lunches for millions of school 
children and a worker’s ration 
which might displace the tradi- 
tional lunch box—wWrigley is not 
overly optimistic about these pos- 
sibilities. 

“It’s intriguing,” he said, “but 
this packaging is still a compara- 
tively small operation.” 

Although the company is cred- 


ited with spending around 25% of 
its revenue for advertising, this 
figure is considered high by some 
observers. On the basis of expen- 
ditures in magazines, farm papers 
and radio, it ranked 28th last year 
among the nation’s top advertisers. 
It invested $45,000 in magazine 
space and devoted $2,657,000 to 
network radio for a $2,702,000 to- 
tal. Wrigley also is one of the 
country’s biggest and most consist- 
ent users of car cards and outdoor 
advertising. 

Expanding on his reasons for re- 
signing suddenly last month, Mr. 
Wrigley said he was “raised to be- 
lieve in action—not conversation.” 

“A company sometimes gets in a 
rut,” he said, “and takes every- 
thing for granted, including the 
president. I wasn’t bluffing, though 
everyone thought I was. Nothing 
serious happened; I didn’t want 
anything to happen.” 

Mr. Wrigley, who had been pres- 
ident since 1925, said “I never 
needed a title to get something 
done.” 


Industry Must Get 


War Agency Data 
Now, Says Reed 


New York, April 25.—American 
industry must avail itself of the 
vast amount of accumulated data 
now in the hands of various war- 
born agencies before those agen- 
cies cease to operate, warned Dr. 
Vergil Reed, associate director of 
research of J. Walter Thompson 
Company, at a luncheon meeting 
last week of the Market Research 
Council. 

The former chief of the general 
statistics staff and head of the in- 
dustry and facilities branch of the 
WPB urged industry to utilize the 
information gathered by govern- 
ment agencies during the war in 
order to be certain of a “sure- 
footed” entrance into the postwar 


period. While these organizations | 


are operating in full swing, indus- 
try has an exceptional opportunity 
of garnering the statistics it needs 
with ease, he pointed out. 

Dr. Reed referred to the “Facts 
for Industries” series which he 
edited and compiled as chief of 
general statistics with WPB, and 
which has been published jointly 
with the Bureau of the Census. 
The series of periodical reports 
cover a wide range of industries 
vital to the war effort, he said, and 
enumerated a long list of those 
which are being published both 
monthly and quarterly. 

Stressing the urgent need for the 
release of similar statistics from 
other government agencies, Dr. 
Reed appealed to the marketing 
analysts closely to cooperate with 
those agencies in order to derive 
the benefits of statistics in market 
research, production and _ sales 
planning, merchandising and ad- 
vertising activities. 


Morgan, Lane to K&E 


Marguerite Morgan, formerly 
with Lord & Taylor, New York, 
has joined the art department of 
Kenyon & Eckhardt, New York. 
Edward Lane, formerly with 
Franklin Bruck Advertising Cor- 
poration, New York, has joined 
the agency’s copy department. 
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Names Magazines, Inc. 
Ben Miller, manufacturers’ rep- 


resentative, Chicago, has appointed 


Magazines, Inc., Chicago, as pub- 
lic relations counsel. 


IN THE MINDS 


OF THE MEN 
WHO COUNT 


IN AVIATION, 


TODAY... 


POST-WAR! 


is 


aoa 


FLYING ACES gives youa 
ready market of over 190,000 
pilots, mechanics, navigators, 
designers, executives and 
aviation enthusiasts who are 
the backbone of your post- 
war market. It’s the fastest- — 
growing aviation magazine 
that covers these active 
aviation minds in the most 
active buying centers! They're 
eager to see and read your 


2 atl Fes ~N 


THE MAGAZINE 
OF THE FLYING AGE 


Some people do. That happens | 
sometime in radio with those 
who don’t know the Baltimore 
market thoroughly. But not to 
people who know the aston- 
ishing story of W-I-T-H, the 
independent station. W-I-T-H 


gives you 92.3% of radio homes 
in the Baltimore trading area. 
It produces at the lowest 
cost. By any method you 
choose . . . coverage, cost or 
number of listeners...W-I-T-H 
is the Baltimore buy. 
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HAVE YOU NOTICED... 


the amount of crystal-gazing that’s going on these days? Not just by the 
lads with turbans and robes, but by folks who otherwise look and act pretty 
much like the rest of us. 


Nothing’s sacred to these prognosticators. They'll rip the hush-hush off the 
post-war future of anything from textiles to foodstuffs, nail polish to kitchen 
appliances. Some of the things they promise would mow you down. 


We're not hazarding a guess on how much of it will materialize ... BECAUSE 


Good Housekeeping Does Not 
Depend on Guesswork 


During more than 40 years of experience as homemaking advisors to Ameri- 
can women, we have been closely in touch with every successful household 
innovation that has been developed. In our laboratories, our laundries and 
our kitchens, we have investigated innumerable products. Some of these 
studies formed the background for the perfection of appliances now standard 
equipment in millions of homes. 


Our investigations of textiles alone include technical studies on such vital 
points as shrinkage, special finishes, color-resistance to light, washing, etc. 
Supplementing this research, we have observed the performance in actual use 


. ‘of articles made from these materials. 


Our examination of such products as cosmetics, household equipment and 
foodstuffs has been equally intensive. 


As a result, Good Housekeeping is able to offer our readers — your customers 
— the safety of ... 


Good 


VAY THAT CRYSTAL DOW, 


Housekeeping a 


The Homemakers’ Bureau of Standards 


yever 
(EAD 


ROMOTE 
eekly an 
new cam 
ve copy 


A Guaranty Seal Instead of a Crystal Ball 
Today, we are not prepared to make predictions about wonders which exi : 4 


only in gazing crystals. But our 10 million readers can count on one things 
When the products of the future are actually in production, we will investi) 
gate, analyze and try them out from the point of view of how they will wolmmm 

in readers’ homes. We will do so with the thoroughness that has long been 
fast Good Housekeeping principle. 


Not until our researchers, scientists, technicians and home economists 4 
satisfied with the dependability of any product is it permitted to carry 7 
Good Housekeeping Guaranty Seal. F 


. . , . . 
In the future, as in the past — whether it’s on cosmetics or refrigerator 561 


the 13th 
iladelphia 
turday E: 


textile products or foods — our policy is as stated in our pledge to our readers: 


“That at no time, and not for any reason, or any profit, will any page i Bm, Ayer 
. . . . . . ' en jouse 

Good Housekeeping — editorial or ddvertising — trade unfairly on your trust nen, 6 
ree; Dari 


Put the Good Housekeeping Seal to Work 
on Your Sales Staff NOW 


As a result of this policy of putting facts first, Good Housekeeping has becommil a 
in truth the “Homemakers’ Bureau of Standards.” And because, over a low px: 
period, Good Housekeeping-reported recipes turned out better, Good Hout ial 
keeping-selected fashions wore and washed better, etc., women have a degra 4 
of confidence in Good Housekeeping that is unique among national magazine A 
This confidence, as shown in the pronounced preference for Seal-identifi —~ 
merchandise, is well known to retailers. In almost every survey made durififigumms 
the last 10 years, retailers have named Good Housekeeping as their i a 
hs 


choice among national magazines. 


We believe there’s a thought in this for the progressive manufacturer. Is thé 
anything of greater help, or of more value to you in your merchandisii 
than this great reservoir of Confidence? Why not use it to help sell ys 
product by making the Good Housekeeping Seal an important part of yougy 
sales policy now. ' 


oan tyro a 
We Give This Seal to No One—The Ss Guaranteed by @ 
Product That Has It, Earns It. Good Housekeeping 
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PHOTOGRAPHIC REVIEW 


OF THE WEEK 


MUST UT! MEW EVERSHARP 
V-MAIL LEAD 


For Easier to Read ond to Write with 


ee ee oe 


ty BVERSIRP VL LEW 


ROMOTES V-MAIL LEAD—With half-page color units in Puck—the Comic 
eekly and the Metropolitan Group, Eversharp, Inc., Chicago, has launched 
new campaign for V-mail lead. Network radio, displays and dealer coopera- 
ve copy in newspapers also will be employed. The Biow Co., New York, 
handles the account. 
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CrAtOBHILADELPHIA EXHIBITION COMMITTEE—Looking over the announcement 


the 13th annual exhibition of advertising art, of the Art Directors Club of 
iladelphia, May 27-June 24, are (left to right, back row) Albert Suggs, The 
turday Evening Post; J. Dennis Moore, Philadelphia Record; Tom Slaugh, 
page wm. W. Ayer & Son; William Sharp, Graphic Arts Engraving; Vincent LaBadessa, 

itenhouse Display; (front row) Frank Kilker, The Saturday Evening Post; Carl 
r trust. Hchman, General Outdoor Advertising Co., chairman of the exhibition com- 
ittee; Barry Thompson, Al Paul Lefton Co., and president of the club; and 
Harry Prickett, J. B. Lamb Co. 
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HOME FOR BRIEFING—Eugene Smith 
and Kenneth Porter, war correspon- 
dents of the Ziff-Davis Publishing Co., 
Chicago, who are back in this country 
for a few weeks after exciting service in 
the war theaters. Following briefing 
they will return to the South Pacific 
and London, respectively. They are 
said to be the only business paper war 
correspondents thus far dispatched to 
foreign fields. 


ss a oe 
FIRST IN WAR * FIRST IN PEACE 


PATRIOTIC THEME—iIn red, white and 
blue, this poster for the 1944 Cotton 
Week effectively links the wartime and 
postwar roles of the commodity. Re- 
tailers are being urged to use the offi- 
cial poster for window and interior dis- 
play, and to include it in local adver- 
tising and on store display cards, call- 
ing attention to the annual event. 


BOTT ARTISTRY ON DISPLAY IN CHICAGO—Among tne 10! paintings and drawings by American artists, presented 
the Navy by Abbott Laboratories, and now on exhibit at the Chicago Art Institute are: top, “Making the Buoy" and 
ember Face Lifting” by Joseph Hirsch; bottom, left to right, “Wind Her Up!" by Georges Schreiber; and “Satisfaction 


and "Man of the Hour,” also by Hirsch. The Chicago showing will run through May, then the exhibit will move on to 
Minneapolis and other U.S. cities. (Story on Page 30.) 


“ONE WOMAN 
TELLS 
ANOTHER” 


 cherisht Symbol 
of clinging ft, 
smooth leg 
flattery and 
the long wear 
you've always 
~ hoped for. 
That's Valcort! 


NOT FOR MEN—Valcort Hosiery Corp., New York, is running this ad in eight 

national magazines, car cards and business publications in its current campaign. 

The headline refers to the product, not the professional model. A. W. Adver- 
tising Agency, New York, handles the account. 


FROM ALL OVER—Newspapers in all parts of the country were well repro 

sented at the annual meetings of various newspaper publishing groups in New 

York last week, and here's a group to prove it. From left to right, Mel Barker, 

Chicago Times; Ramon Cram, Columbus Dispatch; Jacques A. Caldwell, Times- 

Herald, Port Huron, Mich.; and Robert H. Svensson, Los Angeles Times. 
(Story on Page |.) 


DISCUSS INTRA-AGENCY SERVICE—Members of Continental Agency Net- 

work who attended the recent Four A's meeting in New York include, Tort to 

right, Hugo Wagenseil, Hugo Wagenseil & Associates, Dayton; Frank Casey, 

La Porte & Austin, New York; Adolph Fensholt, Fensholt Co., Chicago; John F. 

Arndt, John Falkner Arndt & Co., Philadelphia; Elmer S. Horton, Horton-Noyes 

Co., Providence; Dan B. Miner, Dan B. Miner Co., Los Angeles; and Ben 
Leedom, La Porte & Austin. 


AT THE HELM—Newly-elected officers of the National Newspaper Promotion 
Association at its annual meeting are, left to right: Russell L. Simmons, Cleve- 
land Press, president; Pierre Martineau, Memphis Commercial Appeal, treasurer; 
John Marston, Des Moines Register and Tribune, vice-president; and Frank 

Knight, Charleston Gazette, secretary. (Story on Page 10.) 
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EPUBLIC one GAZETTE 


>> 


ven with its tremendous war-time increase, 
Phoenix continues to be painfully undermanned. 


One of the largest industrial plants is now conduct- 
ing a state-wide employment campaign in an endeavor 
to increase personnel by about 25%. Almost every 
employer in the area is looking for both men and 


women. 
And this is no “wild-eyed” war boom inflation. 


Phoenix is on a solid footing. Its growth has been 
sound. Its expansion is stable. Its future is bright. 


THERE'S NO 'LevELinG OFF 
OF EMPLOVMENT IN PHOENIX: 


Expansion plans have been made with an eye to 
future days . . . to days of peace when the uncounted 
thousands of cadets and other members of the armed 
forces who have been trained in this Valley Of The 


Sun return to make Phoenix their permanent home. 


Here’s one of the reasons why Phillip M. Hauser. 
assistant U. S. Director of Census put Phoenix in 
that exclusive group of 17 fastest growing cities most 
likely to retain war-time growth. 


Count Phoenix in your promotion plans NOW 
..and in the future. 


4th Ration Book Count Puts 


PHOENIX Metropolitan Market Population 


over Z2OG6 000° 


Poooniy 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence & Cresmer Co. 


SS 


SS 
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*J, Walter Thompson Co. Metropolitan Designation 


eon. 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Co. . 
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